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Rough Proofs 


Amelia Earhart’s bug ought to fur- 
nish new inspiration for the authors 
of “Smoke Gets in Your Eyes.” 
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A newspaper novelist talks about 
signs painted on windows eighteen 
floors above the ground. No wonder 
the public gets ideas about the waste 
in advertising. 
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Chicago consumers, a DePaul Uni- 
versity survey showed, are eager for 
new radios. This will be a big en- 
couragement to Huey Long and 
Father Coughlin. 
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Gillette will sponsor the Baer- 
Braddock fight June 13. You can 
proceed to put your money on Max, 
as he always insists on playing the 
hero in his radio dramas. 
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G-E’s “demonstration houses,” it is 
said, will show the way to fuller liv- 
ing. But wasn’t repeal supposed to 
take care of all that? 
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After July 1, it has been an- 
nounced, no more direct mail can be 
sent to householders without name 
and address. This change is no 
doubt intended to relieve the great 
envelope-addressing industry. 
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Dated seeds, as advertised by 
Ferry-Morse, will make gardening 
easier, it is hoped. But what ama- 
teur vegetable-growers really need is 
spades with longer handles, or backs 
with hinges. 
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Dubonnet is not only winning fa- 
vor as a drink, but as a color for ap- 
parel. Garment designers hereafter 
will get a lot of new ideas in the 
pleasantest way. 
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George Washington ran some copy 
in the Maryland Advocate and Gen- 
eral Advertiser away back in 1773, 
showing how long it has taken for 
his truth-in-advertising ideas to get 
results. 
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Over 10,000 laxative items were 
found in 5,500 bath-rooms in the 
Cleveland Press survey. Apparently 
users of products of this character 
are more than ordinarily pessimistic. 
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Users of Westinghouse electric 
fans will be supplied with current 
next summer without charge, it has 
been announced. Like the automo- 
bile industry, Westinghouse believes 
in providing free air. 
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Selling the public more bread is 
the preblem which will be discussed 
by bakers at a conference in Atlantic 
City next week. Maybe they’ll end 
up, like a famous predecessor, by 
deciding to let ’em eat cake. 
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It has just been reported by the 
bureau of the census that the aver- 
age age of farm horses is twelve 
years. As Jim Farley has no doubt 
noted, some of them are almost old 
enough to vote. 


. VF 
Babe Ruth may be slightly passé 


as a ball-player, but as a box-office 
attraction he is still tops. 


Copy Cups. 


RALSTON PURINA 
SIGNS TOM MIX 
FOR THIRD YEAR 


1,630,000 Box Tops Mail- 
ed Since October 


St. Louis, Mo. April 25.—The 
Ralston Purina Company has con- 
tracted with Tom Mix to use his 
name and pictures in Comic Weekly 
eartoon copy for Ralston Wheat ce- 
real for another 12 months, Gordon 
M. Philpott, advertising manager, has 
disclosed. 

The forthcoming year will be the 
third year of the “Tom Mix and His 
Ralston Straight Shooters” promo- 
tion, which has brought a record- 
breaking response to coupon pre- 
mium offers. 

The total of box tops received since 
last October is now over 1,630,000. 
A total of 480,000 box top returns 
in answer to the offer in one adver- 
tisement is usual, while the largest 
return on any one advertisement has 
been 520,000, it is reported. 

Premiums for box tops include the 
Ralston Straight Shooter Manual, 

(Continued on Page 26, Col. 4) 


Gillette Offers 
Fight Ducats in 
$500,000 Drive 


Boston, Mass., April 25—The Gil- 
lette Safety Razor Company has 
launched a nationwide prize contest, 
as part of a spectacular $500,000 mer- 
chandising effort built around the 
Baer-Braddock bout June 13, to be 
broadcast over NBC with Gillette as 
sponsor. 

Prizes will be top-price ringside 
seats to the world’s heavyweight 
championship match, and railroad 
fare to and from New York, for best 
letters on “Why men should shave 
with Gillette Blue blades.” 

Gillette has secured’ exclusive 
rights to the fight broadcast, and 
will also sponsor Baer in a 13-week 
broadcast for Gillette Blue blades, as 
announced in ADVERTISING AGE of 
April 20. 

The Baer-Braddock battle will be 
heard over the NBC Red and Blue 
networks from coast to coast. The 
Baer radio program will be a mys- 
tery thriller on a coast-to-coast NBC 
Red network hook-up starting Mon- 
day night, April 29, and continuing 
weekly for at least six weeks after 
the fight. 

Gillette officials declare that no ex- 
pense will be spared to make this 
the most successful sales drive in the 
company’s history. They are urging 
dealers to take full advantage of the 
contest, fight broadcast, radio pro- 
gram, special newspaper advertising, 
and display material. 

Entries in the Gillette contest are 
to be mailed with an empty Gillette 
Blue blade package, or a Probak 
package, to the Gillette company. 
The contestant must also name the 
dealer from whom he bought the 
blade. 

Dealers mentioned in winning con- 
sumer letters will also receive ring- 
side seats and round trip railroad 
fares. If it is not practical for any 
dealer or consumer to make the trip, 
the cash equivalent of fight tickets 
and railroad fare will be paid. 


SERIOUS BUSINESS 


Howard 

Newspapers, and J. D. Barnum, 

"Syracuse Post-Standard,” new 

A. N. P. A. president, seen out- 
side the meeting hall. 


Roy Howard, Scripps 


TIDE WATER 
TO TIDY UP 
GAS STATIONS 


New York, April 25.—After a 
year’s experimentation, the Tide 
Water Oil Company has decided to 
effect a permanent set-up of a dealer 
cooperation and sales building plan 
in which Tydol and Veedol dealers 
are visited by display and service 
crews which tidy up their stations 
and show them how to attract trade. 

The plan solves one of the prob- 
lems encountered in marketing gas- 
oline and oil, namely, securing en- 
thusiastic support of dealers in de- 
veloping maximum potential sales 
by intelligent neighborhood and plat- 
form solicitation and maintaining 

(Continued on Page 26, Col. 5) 


Press-Radio Bureau 
To Continue; Agency 
System Is Approved 


Newspaper Publishers 


Vote Against Change 


in Rate Structure 


New York, April 25.—As a tempo- 
rary solution for the problem created 
by the competitive broadcasting of 
news by radio stations, the conven- 
tion of the American Newspaper Pub- 
lishers Association here this week 
approved the report of the radio com- 
mittee, headed by E. H. Harris, Pal- 
ladium-Item, Richmond, Ind., which 
recommends the continuation of the 
Press-Radio Bureau for another year 
and the sale of news to stations 
under certain conditions by the press 
services and newspapers where this 
action would discourage the estab- 
lishment and support of competitive 
news-gathering agencies serving ra- 
dio stations exclusively. 

Approval of the report of the com- 
mittee on advertising agencies, of 
which R. T. Wilken, New York Daily 
News, is chairman, put the associa- 
tion on record against any change in 
the local-national rate structure. 
However, the committee promised an 
analysis of various suggestions for 
the elimination or modification of the 
national differential which will be 
submitted to members in the near 
future. 

A resolution stating unequivocal 
support of the present advertising 
agency commission system was 
passed unanimously. There was no 
discussion of this measure from the 
floor. 

A memorial resolution expressed 
the sorrow of the members over the 
recent passing of Adolph S. Ochs, 
publisher of the New York Times, 
and declared their intention to honor 
his memory by following his example. 

Other resolutions commended the 


Last Minute News Flashes 


Sears, Roebuck Account to Homer McKee 
Chicago, April 26—G. W. Cunningham, general advertising manager of 
Sears, Roebuck & Co., has announced appointment of Homer McKee, Inc., 
Chicago advertising agency, as advertising counsel, effective immediately. 


Calox Prizes Include Dental Work 


New York, April 26.—In addition to three large cash prices, 200 awards 
offering a choice of $50 in dental work or drug store credit, or $40 in cash, 
and 400 similar prizes with a merchandise value of $25 will be the induce- 
ments in an otherwise conventional contest on Calox tooth powder by Mc- 


Kesson and Robbins, Inc., Bridgeport, 


Conn. 


Page copy will start May 4in The American Weekly, Saturday Evening 


Post and newspapers in 32 cities. 


N. W. Ayer and Son, Inc., is the agency. 


New Agency Gets United Remedies Account 
Chicago, April 26.—United Remedies, Inc., has placed its advertising 
account with the newly formed agency of Benson & Dall, McCormick Bldg., 


Chicago. 


Zenas Potter Heads Four A’s Western Council 


Chicago, April 26.—Zenas L. Potter, Erwin, Wasey & Co., Chicago, was 
elected chairman of the Western Council, American Association of Adver- 
tising Agencies, in a mail poll just concluded. Merle Sidener, Sidener, Van 
Riper & Keeling, Indianapolis, is vice-chairman and H. M. Dancer, Henri, 


Hurst & McDonald, secretary-treasurer. 


Mr. Sidener also was elected chap- 


ter representative on the Four A’s executive board. 


The following governors were elected to serve until 1936: 


A. L. Bill- 


ingsley, Fuller & Smith & Ross, Cleveland; Maurice L. Needham, Needham, 
Louis & Brorby, Chicago; C. W. Brooke, Brooke Smith & French, Detroit; 
J. F. Oberwinder, D’Arcy Advertising Company, St. Louis, and Mr. Potter. 

Governors to serve until 1937: Charles Daniel Frey, Chicago; Milton 
J. Blair, J. Walter Thompson Company, Chicago and Messrs. Dancer and 


Sidener. 


Barnum Is Elected 


New York, April 26—J. D. 
Barnum, Post-Standard, Syracuse, 
N. Y., was elected president of 
American Newspaper Publishers 
Association at the concluding ses- 
sion this morning, his former of- 
fice of vice-president being taken 
by J. G. Stahlman, Nashville Ban- 
ner. E. H. Harris, Palladium- 
Item, Richmond, Ind., secretary, 
and Walter M. Dear, Jersey Jour- 
nal, Jersey City, N. J., treasurer, 
were re-elected. 

Howard Davis, New York Herald 
Tribune, retiring president, auto- 
matically becomes a director, tak- 
ing the post held by Hilton U. 
Brown, Indianapolis News, who 
resigned today after 32 years serv- 
ice on the directorate. A resolu- 
tion of appreciation for Mr. 
Brown’s splendid services was 
unanimously voted. 


The four directors whose terms 
expired were re-elected. They are 
F. J. Burd, Daily Province, Van- 
couver, B. C.; Norman Chandler, 
Scripps Howard newspapers; W. 
E. MacFarlane, Chicago Tribune ; 
and Chas. H. Taylor, Boston 
Globe. 


publishers who have personally led 
the fight for a free press and reaf- 
firmed the will of members to uphold 
this principle; acknowledged the in- 
debtedness to members of the joint 
code committee and authorized the 
president to ask other newspaper as- 
sociations to continue this commit- 
tee; and expressed disapproval of 
government ownership of railroads or 
any other means of transportation. 

The association’s objections to cer- 
tain features of S. 5, particularly the 
amendments offered by the AAA, 
were stated in the report of the com- 
mittee on federal laws, which also 
touched upon the uncertainty cre- 
ated by other phases of the legisla- 
tive program. 

James O. Parsons, New York Her- 
ald Tribune, chairman of the commit- 
tee on the securities act, held out the 
hope that this law would soon be fur- 
ther amended so as to remove the 
handicaps placed on advertisers of 
new securities. 

Among the many investigations 
conducted during 1934 by the me- 
chanical department of the A. N. P. A. 
was one dealing with the printing of 
bleed pages. 

Attendance of nearly 650 members 
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ADVERTISING AGE 


April 27, 1935 


and guests set a new record. The 
meeting was the first to which non- 
member publishers were admitted. 
There was a net increase in member- 
ship of 13 during 1934, bringing the 
total to 436. 


Sounds Note of Warning 


Opening the first general session 
yesterday morning, Howard Davis, 
New York Herald Tribune, retiring 
president of the A.N.P.A., warned of 
new trials ahead and urged that 
there be no relaxing of the courag- 
eous effort members have exerted the 
past two years in defending their in- 
terests. There are possibilities, he 
said, of new attacks from various 
sources on the freedom of the press, 
of legislation which will handicap 
publishers and advertisers and of 
the imposition of discriminatory 
taxes on newspaper advertising. 

The report of the code committee, 
headed by Mr. Davis, was presented 
by Elisha Hanson, of Washington, D. 
C., who supplemented the informa- 
tion with answers to questions from 
the floor. Explaining features which 
would limit the freedom of the press, 
this committee recommended resist- 
ance to any attempt to impose a code 
on newspapers in accordance with 
the measure now pending in Congress 
to extend the NRA. 

Col. R. R. McCormick, Chicago 
Tribune, related how the freedom of 


the American press, won over a cen- 
tury ago, has since been protected 
against attacks. In holding fast to 
his constitutional rights, the pub- 
lisher is not claiming special privi- 
lege for himself but protecting the 
interests of all citizens, he said. 

Pointing out that the authors of 
the constitutional amendment guar- 
anteeing a free press had made the 
prohibition of interference absolutely 
unlimited so as to guard against any 
attempt at restriction unknown when 
the amendment was written, Col. Mc- 
Cormick went on to say that freedom 
of the press would be abridged by 
any law passed by Congress, which, 
by exercise of a code or otherwise, 
would do any of the following things: 

Unreasonably raise the cost of pro- 
duction; unreasonably decrease the 
return from publishing through ex- 
cessive taxation or otherwise; inter- 
fere with the transmission of news; 
confine the liberty to write for any 
publication or the liberty to publish 
to any fraction of the population, or 
prevent any citizen of the United 
States from printing, writing for 
publication, or from causing any 
writing to be printed; and, finally, 
anything that would unreasonably in- 
terfere with the freedom of the press 
in any way which may ever be in- 
vented. 

Charging the administration with 
the operation of a gigantic publicity 


bureau, paid for out of tax revenue, 
John Stewart Bryan, Richmond 
News-Leader, Richmond, Va., urged 
the publishers to combat the publica- 
tion of propaganda bulletins by fed- 
eral agencies by developing “other 
and corrective sources of news.” 

Mr. Bryan asserted that, although 
Congress passed a law 22 years ago 
providing that no money appropri- 
ated by it could be used to pay any 
publicity expert, he could name off- 
hand 53 such agents putting out 
propaganda for government depart- 
ments and bureaus. 

“In the first year of its existence 
the AAA issued 5,000 news releases,” 
he said. “In the latter part of 1933 
there was no paper big enough, after 
it had discarded all its news and ad- 
vertising, to carry the handouts from 
Washington daily.” 

Verne E. Joy, Centralia Sentinel, 
Centralia, Ill., the third speaker of 
the day, delivered an address on 
“Newspaper Promotion.” 

The only speaker today, Bain- 
bridge Colby, former Secretary of 
State, made the publishers vividly 
aware of the interdependency of a 
free press and the American form of 
democratic government, pointing out 
that the defense of either is the de- 
fense of both. As custodians of the 
people’s inalienable right to a free 
press, the publishers occupy the van- 
guard of the column, he said. 


eo REED 


“‘He’s retiring a bit early—I hope you don’t mind?’”’ 


There’s no magic about the way advertising in The Des Moines Register and 
Tribune lifts sales*—rather the natural result of more than a quarter million circula- 
tion reaching’42%, (Sunday) of the most-able-to-buy families in lowa. 


*Rainfall in lowa above normal. 


Daily 271,917 


Prospects for 1935 excellent. 


Sunday 266,632 


Lowest milline rates in Iowa. 


A. B. C. 6 Mos. 
ending March 31 


HOW NATIONAL ADVERTISING DOLLAR IS SPENT 


1932 
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1934 
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4349,055,000 


HOW THE NATIONAL ADVERTISER SPENDS HIS DOLLAR 


Figures Below Each Dollar Represent Total Expenditures for the Year 
in the Five Mediums Indicated 


DAILIES’ SHARE 
OF ADVERTISING 
DOLLAR LARGER 


New York, April 25.—National ad- 
vertisers paid $163,000,000 for news- 
paper space in 1934, compared with 
$145,000,000 in 1933, a gain of 12.4 
per cent, according to the annual re- 
port of the Bureau of Advertising of 
the American Newspaper Publishers 
Association released to the conven- 
tion of the association here yester- 
day. The publishers suffered a loss 
of 9.4 per cent of the 1932 national 
revenue in 1933. 

The report included the first pub- 
lic announcement of a series of ad- 
vertisements directed to consumers 
and describing advertising’s accom- 
plishments authorized for publica- 
tion by the directors of the A. N. 
P. A. and the committee in charge 
of the Bureau of Advertising. 


Exhibit Campaign Advertisements 


The seven advertisements already 
prepared were exhibited in the Bu- 
reau’s space at convention headquar- 
ters. A large percentage of the 
membership, it was said, has or- 
dered mats. Details of the advertis- 
ing effort are given elsewhere in this 
issue. 

During 1934 new memberships 
were received from 28 newspapers 
and there were 14 resignations. Bu- 
reau. membership now totals 346 
newspapers and combinations. 

The Bureau’s major promotional 
activity during 1934 was the comple- 
tion of a survey of reading and buy- 
ing habits of almost 1,000,000 fami- 
lies in 15 representative cities, 
“Looking into a Million Homes.” 
Facts were developed to show rela- 
tive costs of coverage through news- 
paper and magazjne advertising. 


Study Radio Costs 


A similar type of research activity 
planned to develop a cost comparison 
between radio and newspaper adver- 
tising is being carried out by the 
Bureau, use being made of data pur- 
chased from independent research 
organizations active in the radio 
field. 

During the fiscal year ending Feb. 
28, 1935, staff members made approx- 
imately 1,700 solicitations among ad- 
vertisers and agencies, delivered 90 
speeches and presentations to adver- 
tising groups, travelled 146,000 miles 
in making contacts, answered 6,200 
calls for information, distributed 
38,401 pieces of promotional matter 
and issued 26,380 pieces of mimeo- 
graphed material for the information 
of members and special representa- 
tives. 


Ties Up with 
FHA’s Modern 


Home Movement 


Detroit, Mich., April 25.—An in- 
tensive effort to cash in on the re- 
habilitation program launched by 
the National Housing Act is being 
made by the Detroit White Lead 
Works. 

The company has inaugurated a 
$1,000 home beautifying contest 
through its dealer organization, for 
true stories on the use of Rogers 
Rapid Dry enamel. 


Seventy-three Prizes 


Seventy-three cash prizes are be- 
ing offered for letters describing in- 
dividual experiences with the use 
of the enamel in the home. 

To stimulate introduction of the 
product to new customers, the com- 
pany is making a special contest of- 
fer of a sample can of the enamel 
in any one of six colors, with brush, 
for ten cents. 


Elect Officers of 
Chicago Adwomen 


Mercedes J. Hurst has been elected 
president of the Women’s Advertis- 
ing Club of Chicago for the 1935-36 
season, taking office in May. Alice 
Thompson was chosen second vice- 
president. The first vice-president 
will be elected at a later date. 

Other officers elected are: Marion 
Churchill, recording secretary; Edna 
Fitch, corresponding secretary; Hope 
Smith, treasurer; Emma Bockelman, 
historian; Consuela Miller, member- 
ship chairman; Georgia Rawson, pro- 
gram chairman; Barbara Abel, pub- 


licity chairman; Carol May, social 
chairman; Ann Marti, vocational 
chairman; and Matilda Weber, fi- 


nance chairman. Aubyn Chinn is the 
retiring president. 

More than 1,000 are expected to 
attend the club’s annual benefit 
bridge April 27 at the Drake Hotel, 
for the benefit of the membership 
loan fund. 


Prickett Succumbs 


After Long Fight 


John N. Prickett, 33, member of 
the Chicago staff of John Budd Com- 
pany, newspaper representative, died 
in University Hospital April 23 after 
a long fight against a streptococcus 
infection which finally penetrated 
his blood stream. 

Mr. Prickett, who was married and 
had two small children, was formerly 
with Erwin, Wasey & Co. Funeral 
services were held April 25, with in- 
terment in Holy Sepulchre cemetery. 


Ramsay Moves 


The Robert E. Ramsay Organiza- 
tion, Inc., New York, direct mail 
firm, has moved from 19 W. 44th St. 
to the McGraw-Hill Bldg., 330 W. 
42nd St. The new telephone number 
is Bryant 9-5490. 


Power, plus-—is the reason why 


advertisers are using 


Baltimore Sun — Boston Globe — Buffalo 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—Washington Star 


[Weekly 


Current Circulation 
5,900,000 families 
17,700,000 readers 
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That Old Devil, 
D.S.T., Causes 
More Confusion 


New York, April 25.—National 
Biscuit Company’s marathon “Let's 
Dance” program over the NBC- 
WEAF network at 10:30 EST Satur- 
day nights ran into some difficulties 
when adjustments to daylight sav- 
ing time were contemplated, but 
everything’s been straightened out. 

Instead of taking the usual five 
hours to complete, the program will 
take an extra hour when the new 
times goes into effect in various sec- 
tions of the country. 

Broadcast as three hours of con- 
tinuous dance music, the program 
will have to go into a sixth hour 
in order that the whole country will 
have three hours of dance music at 
approximately the same time in each 
of the four time belts, regardless of 
whether daylight saving is observed 
or not. 

The new times will also require a 
complete schedule for dance num- 
bers so far as the bands of Xavier 
Cugat, Kel Murray, and Benny Good- 
man are concerned. 

To avoid undue fatigue on the part 
of the musicians, vocalists and an- 
nouncers, sufficient time for relaxa- 


tion must be allowed during the six- 
hour stretch in the studios. 

The additional hour also places a 
burden upon the National Biscuit 
program director, in the matter of 
selection of additional numbers, 
since no repetitions are permitted 
during the broadcast. 


Mentholatum Ready 


for Summer Drive 

The Mentholatum Company, At- 
lanta, will begin its summer cam- 
paign, using ten monthly magazines 
and two national weeklies, and fol- 
lowing up with newspaper advertis- 
ing, in June. 

Dillard Jacobs Agency, Atlanta, is 
in charge of the campaign, which 
will remind the public that a jar of 
Mentholatum belongs in every medi- 
cine chest during the summer, espe- 
cially for the relief of sunburn, 
prickly heat, etc. 


Reo Adoanees Sales 


Department Staff 


Cc. A. Triphagen, who has been 
sales manager of Reo Motor Car 
Company, Lansing, Mich., for the 
past year, has been advanced to the 
position of general sales manager in 
charge of all sales operations. 

W. Ward Mohun, who has been his 
assistant, becomes sales manager in 
charge of the domestic division, and 
Cc. E. Boutelle, who has been in 
charge of the Eastern division, be- 
comes assistant sales manager of the 
domestic division. 


Pontiac Drive 
Ties in with 
Safety Demand 


Detroit, Mich., April 25.—Making 
capital of the general interest in the 
promotion of highway safety, the 
Pontiac Motor Company has devel- 
oped the “Pontiac Safety Drive,” a 
plan offering free inspection of 
brakes, steering, vision, tires, and 
horn. 

Special promotional material in- 
cludes a colorful booklet which out- 
lines the “five-point free safety 
check-up.” The material carries the 
symbol of the safety drive, a huge 
safety pin. Increased shop revenue 
and enlarged accessory and labor 
sales for Pontiac dealers are ex- 
pected from the plan. 

Through the Pontiac Safety Drive, 
motorists are given an opportunity 
to make a personal contribution to 
greater safety by assuring them- 
selves that their own cars are free 
from mechanical faults, points out 
L. K. Marshall, Pontiac service man- 
ager. 


To Issue “Drug World” 


American Druggist, New York, has 
announced the launching on May 10 
of Drug World, a bi-weekly for the 
drug and cosmetic field. 
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REACHING | 
MORE THAN 


fe 


BALTIMORE 
FAMILIES . 


---in Baltimore 


201,059 a day . . . the greatest circu- 
lation ever attained and maintained in 
Baltimore and a unique experience in 
newspaper consolidation history. 


As compared with The News circula- 
tion of 154,162 for the 6 months ended 
March 31, 1934, and The News-Post net 


paid of 193,601 for the following 6 months, 
this further gain is doubly significant. 


Now reaching more than 4 out of 5 
Baltimore families and consistently grow- 


ing in popularity, The News-Post is win- 


ning a place on all sales-minded adver- 
tising schedules. 


Get the latest facts in detail, 


BALTIMORE 


NEWS-POST 


Baltimore's Outstanding Newspaper 


Represented Nationally by Hearst International Advertising Service 
RODNEY E. BOONE, General Manager 


*The a 


verage net paid circulation of the Baltimore Sun- 
Ishs, wen S00853 tr lercest tivceiation team the beak 

. was est circulation in all the Sou 
and a substantial gain over the previous six months, 


March 31, 


EMPHASIZES A "ROYAL" APPOINTMENT 


BY APPOINTMENT TO THE 
2 LY) Se ee e.. 
aes dtonne.. 
tuplels. 
ce 


Hig es COA4? 
“¢ << 
Last November, Dr. A. R. Dafoe started 
the Dionne Quintuplets on Carnation 
Milk. Ever since, they have been thriv- 
ing ort it~ gaining famously, reght along, 
* * * Many noted baby specialists, you 
know, prescribe this pure, nourishing, 
super-digestible milk — irradiated for 
“sunshihe” vitamin D. «+ * Carnaton 
Company, Milwaukee and Seattle; 
Carnation Company, Lid., Toronto, 


IRRADIATED 
CARNATION MLK 


Conrenree 
cows” 


Bleed page being used in a number of national magazines by 
Carnation Company in another tie-up with the Dionne quintuplets. 


QUINTS’ PHOTOS 
DOMINATE COPY 
FOR CARNATION 


Contentment of Dionne Sis- 
ters Is Explained 


Milwaukee, Wis., April 25.—Suc- 
cessfully penetrating the jungle of 
red tape which has been thrown 
around the lives of the Dionne quin- 
tuplets, Carnation Company this 
week presented a striking advertise- 
ment in Parents’ Magazine to an- 
nounce that the winsome sisters, 
now approaching their first birthday, 
have been nourished on Carnation 
milk since last November. 

An individual portrait of each of 
the quintuplets was shown, the pic- 
tures occupying about three-fourths 
of the bleed page. A credit line an- 
nounced that the photographs, show- 
ing each of the babes in an unstud- 
ied pose, were taken by NEA Service. 

The same _ advertisement, with 
slight variations, will appear in the 
May 4 issue of the Saturday Evening 
Post and June issues of Good House- 
keeping, Holland’s Magazine, True 
Story and Hygeia. 

In one magazine, the advertise- 
ment will be printed in sepia; in 
another in rotogravure. Two colors 
will be used in some instances to 
freshen the appearance of the copy. 

Officers of the Carnation Company 
have been watching the progress of 
the Dionne children with particular 
interest since last November, when 
it was informed that Dr. A. R. Dafoe 


had_ specified Carnation milk for 
their diet. They saw an advertising 
story of transcendent interest in the 
making, but suffered deeply at every 
indisposition which attacked any of 
the five. With all of the youngsters 
apparently thriving on Carnation 
milk, the company commissioned 
Erwin, Wasey & Co., its agency, to 
proceed with the unfolding of the 
tale. 
Creates New Problem 


The same advertisement, blown 
up, and accompanied by a few added 
lines at top and bottom, has been 
made into a poster for grocery store 
display. Carnation, however, may 
have to provide some means of se- 
curing the poster to some non-mov- 
able object, for patrons of stores 
where it has been shown have shown 
an unmistakable inclination to slip 
the advertisement into their purses. 
This violates the Carnation contract 
which provides that the company 
may not issue advertising material 
for consumer distribution. The com- 
pany feels guiltless, however. 

The magazine advertising is not 
Carnation’s first mention of the fact 
that its famous milk is on the Dionne 
diet. The news was first given to a 
waiting world April 15 on the Car- 
nation Contented Hour on NBC. At 
that time, Charles Jennings, news 
commentator of the Canadian Radio 
Commission, spent several hours 
with the Dionne family and gave the 
results to the radio audience by spe- 
cial wire from Toronto. The entire 
program was dedicated to the quints, 
Carnation’s Lullaby Lady singing a 
new slumber song inspired by the 
wee Dionnes and given the name, 
“Quintuplets’ Lullaby.” 


Detroit Agency Moves 


Chas. A. Mason Advertising 
Agency, Detroit, has moved to new 
and larger offices at 2226-27 David 
Stott Bldg. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of “Reserve Illustrations."” Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


_ UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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The Boston Post’s O ding Leadershi 
utstanding Leadership 
e 
Makes Any Picture of Boston Newspaper 
Ci e 7 
irculations Lopsided Triangles representing concen- 
trated comparisons of circula- 
: : tions computed and drawn to 
exact scale by a well-known 
Massachusetts Institute of 
Technology graduate from 
latest available net paid audits 
and the Boston Newspaper 
Reader Survey, made by Dr. 
Daniel Starch for the American 
Association of Advertising 
The Boston Post eeipa 
Shaded areas represent circulations 
in the under $2,000 annual family 
income group. 
White areas represent circulation 
in the $2,000 to $10,000 annual 
family income group. 
The black points represent circula- 
tions in the over $10,000 annual 
family income group. 
“ 
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_ EVERY DAY 
- The Boston Post sells 224,146 
se- MORE copies than The Boston Herald. 
- The Boston Post outsells The Boston Post sells 212,700 
wn The Boston Daily Globe and The Boston Herald MORE copies than The Boston Daily 
ip COMBINED by 93,053 Globe. 
— The Boston Evening Globe and The Boston Traveler at oe sy By a ey bot 
wd COMBINED by 47,675 — copies than The on Evening 
m- The Boston Daily Globe and The Evening Globe The Boston Post sells 183,717 
™ COMBINED by 83,434 MORE copies than The Boston Traveler. 
uct The Boston Herald and The Boston Traveler 
= COMBINED by 57 094—INCLUDING ALL THEIR HEAVY SELF-DUPLICATION 
ar- 
os The Boston Post is a ONE-edition Newspaper which goes direct to the home just before the 
~ day’s purchases are decided upon. It reaches many thousands more families with $3,000 to $10,000 
he yearly incomes than any other Boston Newspaper. It has no FORCED circulation, or DUPLICA- 
TION of morning and evening readers). NO PREMIUM SCHEMES. NO PRE-DATES. Practi- 
ts, cally all home-delivered. A circulation founded and built entirely on READER PREFERENCE. It 
we is the Boston Newspaper which is continually producing outstanding results for its advertisers day 
1e, after day, month after month, year after year. 
Morning Globe 131,093 
g mmo ~ sent we ae Evening Globe 136,042 
a4 circulation o e Boston Post —> P 
. with the compulsory-combina- Morning Herald 119,647 
= tion morning and evening papers y Evening Traveler 160,076 
. New England's “GOOD MORNING” for 103 years ; 


ea ih Ae ae Ge y ies One he Dale ; , as ee me, ¢ ) pete pee PL ree Ra de hea ee i ; ‘ ae 4 gyeiag Ae F it ‘ or ade ae ee 
hoe : ; = j P PMs ot : es Fram Saat: feo as / Bey ee ee ee ay ee ee ae 3. 
4 . c *. Lait, een 
ie 
{ tases 
5 ce . 
| Fe ae 
tg 
“SOE Page ie 
ae SRG os 
if a 
Ler ee Lae 
ze Ope : 
eee 
a le ara 
ae 
ah Sek 
met c2 \o 
Re se 
pies. ee 
bene 
Ok ae ares 
on nage 
Fee 
ae Pas i ote 
Pitas 
| Pre tax XS 
) Mies 
See 
a 
{ ine 
So ae 
Pe lon 
a ae ni 
et se ae 
a3 NONE DY 7 
ake 
ot ee es 
vs eee 
tS iia 
ta ae 
yea 
eo 
i ea 
t i Sele 
Saka ete Ae 
BAS ese Pe 
iglesia 2 
Reape, ci 
see 
a een 
" 
a ears F 
ee 
ae 
moos 
eee 
ee 
ce sae 
= ot en 
Ch a 
£9 
ea iad 
oe ene 
ne 
ak - 
ia 
- : 
: : 
2 
2 
ns 
eee 
Pe ta 
eet < 
eee _ y 
es 4 > a _ 7 7 a RL ne 1 Se eer irae mon ee ree ek a m3 A 
Or a 5 ee CL ae 8 if gan ine to. Selmer eed Al ie a cs RM LS ey sige ae ne > Tc eS ea DR eat at ‘. ee ee eee SPAS he v0) eas Sa ae abe, Ae 
ee ET ee: an a ae Ye ee Sek a ae se  eenp ee ae Oe ee ek = pat tae ee ee Pete io aus Arg a a eh eee coe Pee ik gre tae eRe) Ns Spe Une ta eet eee wee yi 
Me Ne ee Ae ee Re ee ga: ee ee eh ene ae A iene: inna ale i ia oe) Sk ee ae So Smee a Peg te ese Bo on eae ace of aa oa 
ah aes wees bee Led GN opie et a eee a eo EE ols EER no OME YES sit Boas ee» Bisse. «aah n) eg a ee iets tea dae atte: st NE I ny Tb aa ecl $y ch me Meta ESL Hoe) le as eye UC NU ER Mel Nt iD ee Cee ee 
eh ene : Sie ees i Bas Aine, oe He Spas hse hat ny ft are Te ee oe at Ss ae oly tags. rigs : a ome fee iae Bee alte pale eS ee, oy Pee Gs i ee o abies 
sas Sek Oa pees Ss Oe eT oe ea eee ee Te ERS 1 ees RR Alay oe! «eg ee OC ev ee, See AY a Seige 3 Dea a re “a Boge a 5? ae hee EO Soe Meare OW yes Make Conn? a eT tN a, Ne Tae BP ey Rsk ot pe? 
es Dea seeime Le aa ae Pesce ce ee Gut Rance ileteeen pee UGA eee poe eae Ss Summing erst Wecpeence gage gece et Sm MAD oe LR Eas dp Shunt a, ot oe anagem rR Et oid, hee) ae i Iain! op" Rte SE 
ee eee ok eee Phas 5 thf Peseta shee eae Ea Mee cen See ES. ami Sale ae ie yin a Ae ee eae d oes is ete ae A ey pe ayy 2 ve een | ees cn ale ee. NE 
Per fhe ieee Woot VES RR eR a De pete se ee oe Gab RE ep Sf ot eR a Glad at fe ane art he, hit Aah Pipe Allene toc ice | ie ae ee ee Se IE Rett ee PPRER G9" | Sere AG Ol Oe (ele, PERN fs es MEET gg T= NR a Pe Rh Se ea ae et ae ed, 
Pre ee fA TRE WISP (Py DRE aR ILE, Lame PE eal oe MND Yai REPT ER pe San Soe Re nt MEE Oe nw Aa tin oh and pce NRE AOR. A hlege ast une een IN iy OS: Sed id ge uae Ceeetig WETS sic ml tA yg cna Sead teeg  y anee pt hang es ee aie 
Dae ware Dae aleg 0 oe aera mabe We IN ee Me Lean ces, We PPIs SE. Serr Sad, AP WSR ace ue og oe He cia BS. Mohan erent nic sae Bae 3 ipa cree eer RL og oe mapptey OS Wes ei eras fee tea iy ea SO, a Roe Sa SRE te oe fh Reg Paget i ie Pee aie oe ies Ni pene 


6 


a eae 


ADVERTISING AGE 


April 27, 1935 


Admen to Compete 


in Table Tennis 


The third annual Chicago Adver- 
tising Men’s table tennis tournament 
will be held at 6:30 p. m. Friday, 
May 3, at the Stay and Play table 
tennis courts, 174 N. Wabash Ave. 
Entries are to be mailed or tele- 
phoned to Stay and Play, telephone 
Dearborn 5709. 

The events consist of men’s singles 
and men’s doubles. The cup for the 
winner of the men’s singles will be 
donated by ADVERTISING AGE. 


New Hour for Ford 


The Ford Sunday Evening Hour 
program will be heard over CBS sta- 
tions one hour earlier than pre- 
viously, starting with the broadcast 
of April 28. The program will be 
heard from 9 to 10, EDST. 


‘*‘Crazy’’ Chevrolet 
Dealer Ads Drive 
Competitors Wild 


Sedalia, Mo., April 25.—A “crazy” 
advertising campaign, designed to 
move a large stock of used cars, em- 
ployed successfully by the Thomp- 
son Chevrolet Company here recent- 
ly, has spread amazingly among 
used car dealers in adjacent cities 
and states. 

The campaign opened in local 
newspapers with a page advertise- 
ment proclaiming, “Thompson's 
Gone Plumb Nuts.” The word 
“crazy,” in large jumbled letters, in- 


terspersed with such smaller syno- 
nyms as “delirious” and “demented,” 
appeared in a small “Who's Crazy?” 
teaser the day before and carried 
over into the large display. 

The advertisement also announced 
in large type, “If you don’t think 
I’m crazy as a pet coon, take a look 
at these screwy prices.” Other lines 
were, “I’m crazy enough to let you 
make your own terms,” and, “Take 
advantage of a crazy man.” In 
boxes, written in first person as 
though the cars themselves were 
talking, were descriptions and large- 
type prices. The boxes were in hap 
hazard positions, some even upside 
down. 

Subsequent advertisements were 
headed, “Hog Wild” and, “Now 
Thompson Thinks He’s Santa Claus.” 


All the displays, appropriately illus- 
trated, looked somewhat like the 
work of a drunken printer, but were 
attention compellers that contained 
considerable humor. 

Thompson sold 36 cars the first 
two days, nearly a hundred in two 
weeks, and was the talk of the town. 
He was called to Kansas City to ad- 
dress fellow dealers, who ran several 
page advertisements on the same or- 
der in the Star. One of these is il- 
lustrated on page 17 of this issue. 
Hundreds of dealers from all parts 
of the country followed suit. 


Leaves W. F. Hall 


Randall E. Poindexter has resigned 
as vice-president and general sales 
manager of the W. F. Hall Printing 
Company, New York. 
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Tie, is more retail business than is done in entire 
great cities like Baltimore, Pittsburgh, Minneapolis, Los Angeles. 


Yet an even greater volume slips through every sales-dam 
whose structure does not include the NEW YORK EVENING 
JOURNAL. 


For, in well over 600,000 substantial New York homes, annually 
spending more than half a Billion Dollars for merchandise, 
the Journal is the preferred newspaper . . . and has been, year 
after year, good times or bad. 


Without these JOURNAL homes no one can take the utmost 


profit from New York. With them, scores of manufacturers 
have made signal successes. 


NATIONALLY REPRESENTED BY 


THE NECESSARY NEWSPAPER 


HEARST" 


INTERNATIONAL ADVERTISING SERVICE, 


RODNEY €E. 


BOONE, GENERAL MANAGER 


BROMO SELTZER 
FEATURES SOUND 
RECORD OF NEWS 


New York, April 25.—Sounds be- 
hind the headlines, captured by a 
newsreel company, are on the air 
twice a week now over five radio sta- 
tions east of the Mississippi, with 
Bromo Seltzer as sponsor. 

This new development carries the 
broadcasting of news to a new level, 
giving the listener an actual sound 
record of news events and differing 
in this respect from the work of 
news commentators and dramatic 
companies. 

The “air reel” broadcasts are 
avowedly to supplement the news- 
paper rather than compete with ‘it. 
The idea behind them is that one 
reads the news in the paper one 
day, sees pictures of the happenings 
the following day and that night 
hears the sounds behind the head- 
lines over the radio. 

Bromo Seltzer’s new program was 
made possible by several months of 
experimentation with methods of 
presentation and by attempts to 
overcome physical difficulties in- 
volved in adaptation of news reel 
tracks to this new use. The work 
was done by the Pathe organization. 
When the technical problems had 
been overcome, J. Walter Thompson 
Company offered the idea to the 
Emerson Drug Company, maker of 
Bromo Seltzer. 


A Delicate Problem 


Putting sound news on the air as 
a sponsored feature is a delicate 
matter, those responsible for it say. 
Pathe’s entire resources in 47 coun- 
tries have been lined up, and Pathe’s 
cameramen will be on the lookout 
for suitable sequences, with bonuses 
being paid for those used on the air. 

Nothing is said in the announce- 
ments of the new plan about tele- 
vision, but it would seem that in 
establishing this feature, a step in 
the direction of television news 
broadcasts is taken, since one of the 
leading organizations which might 
take the sound-sight pictures is 
brought in close touch with the med- 
iums that may broadcast them when 
the technical difficulties have at last 
been conquered. 

The air reel is made up of regula- 
tion sound tracks sent in by Pathe 
cameramen from all over the world. 
Since they are taken in some cases 
for exhibition on motion picture 
screens, the sound recorded by light 
and shadow on the film is too slow 
for radio purposes. The tracks there- 
fore are compressed for the air. The 
voice of a commentator is put on 
over the other material, giving the 
program continuity. 

Aside from covering news, sound 
cameramen will be on the lookout 
for human interest features to lend 
a light touch to the broadcasts. By 
far the larger part of the air reels 
will be specially shot. 

Stations carrying the program on 
Monday and Wednesday evenings in 
15-minute periods are WCAU, Phila- 
delphia, and the four members of 
the Mutual Broadcasting System, 
WLW, Cincinnati; WGN, Chicago; 
WOR, Newark, and WXYZ, Detroit. 


Pontiac Makes Shifts 
in Field Organization 


J. T. Bray, formerly assistant to 
the manager of the Atlantic region, 
has been appointed manager of the 
Atlanta zone for Pontiac Motor Com- 
pany, succeeding A. C. Olsen, who 
returns to headquarters in Pontiac, 
Mich. E. R. Pettingill, office manager 
of the Detroit zone, will step into Mr. 
Bray’s old position, while D. E. 
Reilly, office manager of the Cleve- 
land zone, assumes Mr. Pettingill’s 
old place. 

M. C. Thompson, formerly man- 
ager of the company’s Pittsburgh 
zone, has been transferred to the 
same position in the New York zone, 
succeeding A. G. Swan, resigned. A. 
R. Shedd, formerly assistant to Mr. 
Thompson, will take over the Pitts- 
burgh post, with Clark Walker, who 
has been office manager in the Wash- 
ington zone, assisting him. 
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From an illustration in Cosmopolitan Magazine 


Why Uncle Gustavus Lost His Mustache Cup 


THE GLASS OF FASHION and the mold of 
form was Uncle Gustavus. 

One of his better accomplishments was his 
ability to keep the World’s Fair souvenir spoon 
out of his eye while he maneuvered his handle 
bar mustache around the edge of the elegant 
gold trimmed mustache cup that Mama gave 
Papa on their wooden wedding day. 

But an artist chap was his undoing. 

No less an authority than Mark Sullivan 
devotes over two pages of his absorbing book 
“Our Times,’’ to Charles Dana Gibson’s influ- 
ence on American living. 

“Gibson’s characters,’’ says Mr. Sullivan, 
“always clean and fine, composed the models 
for a whole generation of Americans, their 
dress, their pose, their attitude toward life.”’ 

“Fifth Avenue,” said Joseph Pennell the 
illustrator, ‘‘is like a procession of Gibsons.”’ 
And so too was Main Street, by the grace of 
magazine advertising by Alfred Decker and 
Cohn, The National Cloak & Suit Co., et al. 

So Gibson’s pen sent mustaches out of fash- 
ion and put Uncle Gustavus’s mustache cup on 
the back shelf of the china closet. It gave 
King C. Gillette’s new fangled safety razor, 
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for example, such a gorgeous opportunity that 
its national magazine advertising completely 
overcame its high price. 

But the influence on women was even great- 
er. Elsie Robinson, in her recent Cosmopolitan 
series entitled “I Wanted Out,” makes this 
penetrating comment: 


“Those Gibson Girls were not merely an intriguing 
mode, they were the symbol of a changing world... 
a breath-taking phenomenon ... the first generation 
of American women who had experienced coeduca- 


EPIOQPOQPOPGOOYPE LF? 


“THE MOST INFLUENTIAL 
BOOKS, AND THE TRUEST 
IN THEIR INFLUENCE, ARE 
WORKS OF FICTION,” SAID 


ROB’T LOUIS STEVENSON. 
“THEY RE-ARRANGE, THEY 
REPEAT, THEY CLARIFY 
THE LESSONS OF LIFE” 


COSMOPOLITAN 


“heey ik = 


tion, who had dared to think of ‘going to work’ or, 
even more outrageous, of remaining ‘bachelor girls;’ 
who had used slang, played basket ball in bloomers, 
ridden on a Bicycle Built For Two. Her mannish 
collar, her uptilted nose, the very length of her stride 
were tinged with the virus of that ‘New Woman’ 
movement which was turning decent society topsy- 
turvy. Fashion was still lacing the Gibson Girl into 
corsets, covering every available inch of her flesh 
with flounces and bows, but her spirit was coming 
uncovered and no power on earth could keep 
her inside the old seams.” 


Much of Gibson’s most influential work appear- 
ed in Cosmopolitan, where he illustrated num- 
erous important novels and contributed many 
of his famous character drawings. The com- 
bination of Great Fiction and Great Illustration 
was as irresistible then as it is today. 

Today’s Great Fiction molds fashions and 
forms buying habits. The magazine that 
prints more Great Fiction per issue than any 
other is certainly the magazine where the 
emotional stimulus of Great Fiction reaches its 
peak and where advertising projected against 
its background is most effective. That maga- 
zine, by critical appraisal, is Cosmopolitan. 

Do you use Cosmopolitan to the limit? 
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Noyes Renamed 
AP’s President 


New York, April 24.—Frank B. 
Noyes, publisher of the Washington 
Star, was re-elected president of the 
Associated Press at that organiza- 
tion’s annual meeting here this week. 

W. J. Pape, Republican, Water- 
bury, Conn., was elected first vice- 
president, and Houston Harte, 
Standard, San Angelo, Tex., was 
named second vice-president. Other 
officers re-elected were Kent Cooper, 


secretary; Jackson S. Elliott, assis- 
tant secretary; and J. R. Youatt, 
treasurer. 


Robert McLean, Philadelphia Bul- 
letin, Paul Patterson, Baltimore Sun, 
E. Lansing Ray, St. Louis Globe- 
Democrat, Clark Howell, Atlanta 
Constitution, and Mr. Noyes were re- 
named as members of the executive 
committee. 

Stuart H. Perry of the Daily Tele- 
gram, Adrian, Mich., was elected to 
fill the vacancy on the committee 
caused by the death of Adolph S. 
Ochs of the New York Times. 


Ludgin to Move 
Earle Ludgin, Inc., Chicago agency, 
will move from 180 to 230 N. Michi- 
gan Aye. May 1. The telephone num- 
ber remains Franklin 1762. 


ITALIAN LINE 
PUTS CUT-OUT 
WINDOW IN COPY 


New York, April 25.—Dramatizing 
the southern route to Europe, the 
Italian Line featured a cut-out win- 
dow in a striking three-page adver- 
tisement in color in the May issue 
of Fortune. 

Looking through the window to 
the revealed portion of ‘the third 
page of the advertisement, the 
reader sees the Rock of Gibraltar, 
which is the southern gateway to 
Europe. 

This is said to be the first time 
that an advertisement has appeared 
in a national publication with a die 
cut arrangement. 

It was originated by the Wendell 
P. Colton Company, New York ad- 
vertising agency, as the result of 
the desire of Dr. Angelo Lauria, pub- 
licity director of the Italian Line, to 
create something unusual in order 
to impress the merits of the southern 
route upon American travelers. 

A steamship veranda room is por- 


trayed on the first page of the ad- 
vertisement. The page is entitled, 
“A glamorous first glimpse of Eu- 
rope.” The illustration portrays a 
little girl being led by a nurse to an 


open doorway, through which she 
sees the great rock. 
An illustration of the liner Rex 


dominates the center spread. Illus- 
| trations and text emphasize the size 
of the ships of the Italian Line, con- 
venient connections to all European 
points through Italian Line ports, 
and luxurious accommodations. 

The mildness and smoothness of 
the southern route in all seasons of 
| the year are stressed in illustrations 
and copy by reference to the “Lido” 
deck life, exclusively confined to 
ships of the Italian Line. 

With this major piece of travel 
advertising, no effort is being spared 
to merchandise it not only to the 
trade but to former passengers and 
prospects. 

Fifty thousand reprints are being 
placed strategically so that the Ital- 
ian Line story will reach a great 
number of people effectively, supple- 
menting the Fortune effort. 


Joins “Physical Culture” 


Bertram L. Orde, formerly account 
executive with Cecil, Warwick & 
Cecil, and the Biow Company, has 
joined the Eastern sales staff of 
| Physical Culture, New York. 


There are 


Chrysler Building, 


ten million 


girls like me 


Yes, 10,740,116, to be exact, according to 
the 1930 Census. Ten million women and girls 
engaged in what the Census so delightfully calls 
‘gainful occupations”. 


‘We have time for reading, but not time for 
home-making. Very frankly, we are not in- 
terested in needlework, foods and cooking, 
housekeeping, and similar related home arts. 


‘Do we read the ordinary women’s magazines ? 
Yes. We like the fiction and the fashions. 


NEEDLECRAFT 


The Home Arts 


market. 
interest is in 


By that very 


New York 


“Do we read Needlecraft? No.” 
Needlecraft by its very nature selects 700,000 
home-bodies out of the great national women’s 


It eliminates the girls whose main 


married, those who do not keep house. 


trated market, without waste, for advertisers of 
foods and household equipment. 


business, those who are not 


selection it furnishes a concen- 


MAGAZINE 


OPEN DOOR TO 


MEDITERRANEAN 


COMSULT VOUS THAVER SORRY 


) 


ITALIAN LINE 


How the Italian Line advertisement appears. 


STOCK FIRE AND 
CASUALTY AGENTS 
BACK CAMPAIGN 


Cleveland, O., April 25.—The Na- 
tional Association of _ Insurance 
Agents has drawn up plans for an 
extensive educational advertising 
campaign, which will urge consum- 
ers to see their local agents at least 
once a year. 

Advertising has been prepared for 
both local association and individual 
agency use. The drive will be di- 
rected to the general public, empha- 
sizing service and protection af- 
forded by stock fire and casualty 
companies, and the value of the 
American insurance agency system. 

As soon as 700 subscribers are se- 
cured, the advertising material will 
be made available. Already, more 
than 300 subscribers have assured 
support. C. E. Rickerd Advertising 
Agency, Detroit, is handling the cam- 
paign. 

Details of the drive were revealed 
yesterday by Albert Dodge, Buffalo, 
chairman of the association’s com- 
mittee on publicity and education, 
in an address before the Insurance 
Board of Cleveland. 

In addition to increasing the de- 
mand for stock company lines of in- 
surance, the program is designed to 
develop good will and greater per- 
sonal salesmanship, and to correct 
whatever misguided public concep- 
tions may exist concerning the field. 

Local boards or associations will 
receive eighteen newspaper adver- 
tisements, 20 spot radio announce- 
ments, eight dramatized five-minute 
radio programs, outdoor advertising 
copy, booklets, folders, and blotters. 

Material for agents’ use will in- 
clude 48 newspaper advertisements, 
12 dramatized five-minute radio pro- 
grams, spot announcements, outdoor 
advertising copy, sales letters, pos- 
ters, blotters, and booklets. 


Marketers to Meet 


Robert Amory, president of the 
Nashua Mfg. Company, Boston, will 
discuss the New England textile sit- 
uation in a talk before the New Eng- 
land section of the American Market- 
ing Society April 24 at the Harvard 
Business School, Cambridge. 


Larwood Opens Office 


James Larwood, for the past five 
years a general partner and asso- 
ciate of Roberts Everett Associates, 
has resigned to open his own pub- 
licity and public relations organiza- 
tion at 444 Madison Ave., New York. 


School Names Lamb 


The Calvert School, Inc., Balti- 
more, has transferred its advertising 
account from N. W. Ayer & Son to 
the James G. Lamb Company, Phil- 
adelphia. 


Elected to Four A’s 


Milne & Co., Inc., Seattle, Wash., 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 
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RAPID 


COPY SERVICE CO. 
BRANCHES-— One 


near you to serve you 
NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


: Main 9335 
CHICAGO 


110 So. Dearborn Street 
360 No. Michigan Avenue 
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J ohn Brown was born in Torrington. 

The firebrand of bloody Kansas, as a boy 

Roamed the green Litchfield hills, and played 

With other boys who later joined the roth 
Connecticut Volunteers 

And have been long asleep under the flag set 
iron stars 

In the still cemetery back of City Hall. 

But Torrington has not forgotten its famous 
son: 

You can buy a picture postcard of his birth 
place in the five and ten. 


So much is Torrington the new and old! 

The Revolutionary elms shadow alike the old 
white Georgian mansions, 

And the low bungalow belonging to Joe 
Dombrowski, laborer. 

A private burial plot abuts a gas station, 
garish in red and white. 

And a General Grant pill box with porches 
elegantly scrolled, 

Adjoins a Cape Cod cottage, aed. 1934. 

Old English names on Main Street mingle 
With smart storekeeping Jews, the second 
growth Italians and the post-war Poles. 
Ten minutes out of Main Street you can find 
Pure Colonial villages, early seventeen hundred, 

In sight of smoking plants and factories. 


In one of the world’s most scenic settings, 

Torrington finds a lot of work to do. 

Makes brass, a hard, hot, smelly job; 

Makes woolen cloth for cops’ and chauffeurs’ 
uniforms, 

Makes lathes and needles, tools and ice skates, 
fishing rods, 

Electric mixers and appliances. 

Torrington’s plants and payrolls have kept a 


@ TorrincTon, Conn., city of 26,040, is 100 miles from New York, in northeastern Connecticut. Seven state 
highways meet on Main Street, shown above, where Torrington families do most of their shopping. In this Connecticut city, set a 
in the Litchfield Hills, 6,052 families read 1,492 copies of the Sunday News for a coverage of 24.7%. ‘ 


Tribune Tower, Chicago + 


lot of people living for a long, long time. 


Hub of seven State highways, the town is 
market for 

The marginal farmers from the Litchfield 
valleys, 

Tobacco growers from the flatter country to 
the South. 

And salesmen traveling in bright new coupes. 

To Torrington come also tourists, making 
historic pilgrimage, 

Artists who paint the vistaed hills, 

Writers and wealthy folks who can afford 

The quiet and charm of eighteenth century 
houses, 

Golf greens that have been tended forty years, 

The natural lakes and two meandering rivers, 


Naugatuck and Housatonic riffing through 
the hills. 


Torrington’s population numbers 26,040— 
28% foreign born. , 

Almost half of its 6,052 families own their 
homes, 

And two out of three Torrington families own 
a car. 

Nine million dollars goes into retail trade each 
year, 

And New England thrift piles up deposits in 
the savings banks. 

Torrington is well worth selling, and today 

A market mighty easy to reach. 


Because every Sunday morning, carrier boys 
Drop on pillared porches of the old 
Colonial houses, 

On the small front stoops of the 
workers’ cottages, 


Kohl Building, San Francisco + 


In vestibules of houses old and new, rich and 
poor, 

Copies of the New York Sunday News. One 
home in every four 

Reads this most widely read of Sunday news- 
papers. 

And the national advertiser gets with his New 
York advertising package 

Entree and coverage in one-quarter of Torring- 
ton, Conn. 

Entree and coverage—better than 20% of the 
families— 

In 119 cities of better than 10,000 population 

Within the trading orbit of New York. 

This one Sunday newspaper reaches 2,500,000 
families, 

Covers the greatest concentration of urban 
homes 

With the greatest concentration of urban 
circulation available anywise; 

Packs a national-size circulation into a pocket- 
size territory, 

Where concentrated outlets serve a close- 
together people, a 

People with more jobs, more income, more 
buying power, 

People responsible for 19% of the country s 
retail sales. 


And Sunday News advertising costs less than 
any magazine, 

Costs less than any other newspaper—gives 
the advertiser 

A bonus of a million circulation since the last 
rate was set! 


Are you spending enough—in this market, 
In this medium, in 1935? 


SLSAP) PICTURE NEWSPAPER 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 
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Localizing Newspaper Copy 


Lever Bros. have been experiment- 
ing with localized newspaper copy 
of late, substituting in standard tes- 
timonials of Rinso material supplied 
by local women and identified as 
such. For example, a Cleveland 
newspaper advertisement is headed, 
“Easy washdays now for still another 
Cleveland woman,” with the words, 
“Cleveland woman” prominently dis- 
played. Below is the _ sentence, 
“Read this letter from Mrs. H. W. 
Corby of 1903 E. 70th street.” 

The task of newspaper advertisers 
in adapting their copy to the com- 
munities in which it appears is a 
large one, especially for the com- 
pany which uses advertising in a 
large list of publications. On the 
other hand, copy of this character 
certainly registers more effectively 
with local people than advertise- 
ments which are so general as to 
lack any immediate significance to 
the community addressed. The added 
trouble and expense of putting a lo- 
cal flavor into the copy might well 
be justified both by increased reader 
interest and more effective registra- 
tion of the message. 

It is generally agreed that testi- 
monials depend for their effective- 
ness not only on the importance of 
the people whose names are used, 
but also on the evident sincerity of 
those quoted. A testimonial series 
for Rinso which featured a large 
number of individuals, all of them 
quoted in their own home-town 
papers, might be much more effec- 


tive than testimonials of people 
more widely known, but of no par- 
ticular significance to local readers. 
Women especially seem to be im- 
pressed with the neighborly type of 
testimonial, in which people who are 
close by are quoted regarding suc- 
cessful use of the advertised product. 
Magazine advertisers have been 
doing more in the past few years to 
introduce special appeals into their 
copy, by having it written from the 
editorial viewpoint of the medium 
used. Such a plan has been suc- 
cessful because it has utilized fully 
the reader interest built up by the 
magazine because of the special type 
of editorial content for which it is 
purchased. This plan is sometimes 
difficult to carry out, but when the 
copy can be designed with reference 
to a highiy individualized publica- 
tion, there is no doubt that it will 
register with readers of that publi- 
cation much more effectively than 
general copy could possibly do. 


Now that Lever Bros. are showing : 


the way in the development of a lo- 
cal flavor for newspaper advertis- 
ing, it seems more and more evident 
that advertisers are anxious to ex- 
plore the undeveloped possibilities 
of the mediums they employ, and 
are thinking seriously about greater 
expenditure for copy, to make every 
advertisement more valuable. The 
acceptance of this idea by advertis- 
ers and advertising agencies would 
do much to justify greater expendi- 
tures for advertising. 


Merchandising Street Railways 


The street railway companies of 
the country have been having a 
hard time of late, what with motor 
ears for individual transportation 
providing competition on one hand, 
and motor buses competing for the 
mass transport business on the 
other. Progress is being made by 
these utilities largely in the direc- 
tion of improving the design of their 
cars so as to provide greater quiet, 
comfort and speed, and it is now ap- 
Parent that they can improve their 
position likewise through the devel- 
opment of better merchandising 
methods. 

There is no doubt that street rail- 
ways have an advertising story for 
the public; and this is true even if 
the problem of the company is seen 
from the standpoint of selling trans- 
portation only, and without refer- 
ence to the ever-present problem of 
maintaining public good-will and in- 
suring a satisfactory public attitude 
as regards franchises and rates. 


The disadvantage of driving a car 
in congested areas is one factor that 
the street-car company can con- 
stantly utilize, while the greater 
safety and comfort of riding in a 
street-car in bad weather, instead of 
risking the dangers and discomforts 
of a slippery street while driving a 
ear, have plenty of possibilities for 
use in advertising. Getting away 
from parking problems is a subject 
which can be stressed with assur- 
ance of an interested reading from 
the average motorist. 

Going a step further, street-car 
service can be merchandised also by 
better methods of selling through 
weekly passes, special rates for cer- 
tain hours, etc. Like the railroads, 
the local transportation companies 
will find that they can attract more 
business by the simple method of 
offering a bargain now and then, and 
giving the public an opportunity to 
take advantage of these special of- 
fers. 


EVEN "BIG NAMES" HAVE THEIR TROUBLES 


—This Week. 
“Here's one from a guy who wants permission to name a 
row-boat after you." 


Voice of the Advertiser 


Everything’s Rosy 
in Omaha Territory 

To the Editor: In view of the 
many exaggerated reports in eastern 
publications as to the damage done 
by dust storms to Nebraska, we en- 
close herewith two stories from the 
World-Herald of this week giving the 
facts of the case. 

The sale of agricultural imple- 
ments is increasing in Nebraska 
about 50 per cent over this time last 
year. In the sale of baby bonds Ne- 
braskans stood second in the nation 
in the average amount bought per 
unit. 

Federal statistics and a survey by 
the government show that Nebraska 
is in wonderful condition for bumper 
crops this year at high prices. 


JoHN C. BLACKMORE, 
National Advertising Manager, 
The World-Herald, Omaha, Neb. 
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Bee Hive Ties Up 
With Hockey Games 


To the Editor: We note on Page 18 
of your March 30 issue an article, 
“Hockey Players Star in Timely 
Canadian Copy.” We attach herewith 
copies of advertisements featuring 
Charles Conacher, King Clancy and 
Harvey Jackson which appeared 
throughout Canada during’ the 
hockey season on Bee Hive Golden 
corn syrup. Also a tear sheet from 
the Montreal Star of April 10, in 
which you will note that we lost no 
time in capitalizing on the Maroons’ 
victory with a congratulatory mes- 
sage and also an endorsement tie-up 
with Cy Wentworth, Alex Connell 
and Jimmy Ward. It just so hap- 
pened that these three players were 
outstanding stars in the final game 


Congratulations 


Maroons 
—a Great Series 


Cy Wentworth - Alex Connell - Jimmy Ward 
all say BEE HIVE is 
“a Great a Food” 
pict 


One Picture with every Label from 


BEE HIVE 


Golden Corn Syrup 


which decided the Stanley Cup win- 
ner. 

During the hockey season, as a re- 
sult of the advertisements on Con- 
acher, Jackson and Clancy, the sport- 
ing editors of the country have made 
reference in their columns to Bee 
Hive Conacher, Bee Hive Jackson, 
and referred to King Clancy sparkling 
his hockey machine with Bee Hive 
Golden corn syrup. 


D. M. Courts, 
McConnell & Fergusson, Ltd., 
Toronto, Ont. 
- = > 
Our Apologies 
To the Editor: In your issue of 
April 6 you reproduce one of my 
drawings for Flexee foundations but 
call it a photograph in the text. These 
are, instead, white chalk drawings. 
This is the second comment I be- 
lieve you have made in this same ac- 
count in the two and a half years it 
has been running. So perhaps it’s 
_—— time that I scolded you about 
t. 
After all; oh, after all! 
NADINE HEnry, 
New York. 
7 F v 


Wants More News 


To the Editor: Enclosed is my 
check for $1 for renewal subscrip- 
tion to your publication. It’s a good 
sheet in my humble opinion. The 
more actual NEWS and the less 
opinionated chaff the better. 

May I have a copy of the litera- 
ture mentioned in the attached clip- 
ping from a recent issue of ADVERTIS- 
ING AGE? 

LAWRENCE WALTER, 
Lawrence Walter Service, 
Oshkosh, Wis. 


Plenty of oom for 


Humor in Advertising 
To the Editor: In a recent edi- 
torial, “Humor in Advertising Copy,” 
there was a statement: “. it 
seems evident that, like everything in 
advertising which is overdone and 
which becomes too popular, it 
(humor) may defeat itself through 
the rapid satiation of the public taste 
for this particular form of appeal.” 
To me it is as though one were to 
say: “There have been too many 
movies, the public is satiated with 
them;” or “too many popular songs 
have been written—the public is tired 
of music;” or “comic strips are los- 
ing reader interest—they’ve read too 
many of them.” Humor in advertis- 
ing copy goes into the same category 
because it too entertains. People 
don’t tire of that which amuses 
them; the public appetite for enter- 
tainment is voracious. 
Humor is the newest trend in ad- 


vertising copy—and a powerfully ef- 
fective one. It will make advertis- 
ing pages as eagerly read as the edi- 
torial contents of the magazines or 
papers in which they appear. Of 
course there are pitfalls—many of 
them—but satiety isn’t one of them. 
Wasn’t it said of radio in the be- 
ginning that people would tire of it 
when the novelty wore off? 
DiaNA MILLER, 
New York. 
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vey 


Makes Insurance More 


Tangible for Buyer 

To the Editor: We are enclosing 
the first of a series of advertisements 
run in the Indianapolis News, which 
we believe strikes a new note in the 
advertising of property insurance. 

Being an old newspaper man, your 
correspondent has been trying for 
five years to use newspaper advertis- 
ing with some traceable results. In- 
surance, after all, is a service busi- 
ness and doesn’t readily lend itself 
to sale advertising for which a news- 
paper is most effective. However, we 
decided to do a little experimenting 
with price advertising and have made 
several discoveries which to us, at 
least, are astounding. 

In the first place, this advertise- 
ment pulled orders for 32 policies by 
telephone. We had over 50 telephone 
calls, received mailed orders from 
both ends of the state, and while the 
policies haven’t all been delivered 
(our own men are making the deliv- 
eries), we already have 35 additional 
expiration dates on other property 
with promises of the business. 

We feel we have stumbled on 
something that the insurance busi- 
ness hasn’t recognized up to date— 
that is, that the people just don’t 
know what insurance is. It is so 


Now You Can 
Insure That Bicycle 


Against Fire, Theft, Pilferage 


$° 700 


A YEAR 


When you buy a bicycle and an 
insurance policy you have really 
attended a Dollar Day sale. You. 
have two for one because if any- 
thing should happen to your 
wheel such as its being burned or 
stolen or parts of it taken, you 
don’t lose your investment. The 
wheel or part is re laced. 


Call Now 
HA rrison 3000 


Grain Dealers National 


Mutual Fire Insurance Co. 
1740 N. Meridian St. 


intangible that it becomes an un- 
known quantity. When we compare 
an investment of $27.50 in a tangible 
bicycle with the cost of $2 for replac- 
ing that tangible, we have reasoned 
from the known to the unknown and 
people know what we are talking 
about. 

We intend pursuing this line of 
copy for our Inland Marine Depart- 
ment for some time to come, since we 
can advertise insurance against golf- 
er’s liability and on golf equipment, 
household furniture. etc. It may 
readily be seen that from this new 
angle there isn’t much that can be in- 
sured, but can be so presented. 


Watrter E. JAcKSOoN, 
Advertising Manager, Grain Deal- 
ers National Mutual Fire Insur- 
ance Company, Indianapolis, Ind. 
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UZZLE PICTURES: 


ae 
meyers be clomi~ ay 


WHEAS Lg THAT. 


YOUR DEALERS’ DOORS REMINDS 
PEOPLE ON THE BUYING PATH OF 
THEIR NEED FOR YOUR PRODUCT AT 
THE RIGHT TIME—REMINDS THEM AT 


THE POINT OF SALE. ¢ AND, EQUALLY 
IMPORTANT, IT SERVES CONTINU- 
OUSLY AS A MEANS OF DEALER 


RIC SIGN ADVERTISING OVER. 


FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPANY 
228 North Michigan Avenue, Chicago, Illinois 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 


LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 


Substiiatins } FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
* ) CLAUDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


FOR YOUR DEALER AND FOR 


IDENTIFICATION. ¢ RESULT—ADDED 
SALES AND PROFITS FOR YOUR 
DEALERS, AND FOR YOU! €SHALL 


WE SEND YOU COMPLETE FACTS? 


YO 
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Surveys Liquor Sales 


The Cleveland Plain Dealer re- 
cently completed a detailed survey of 
public acceptance of spirituous li- 
quors, embracing an analysis of 53,200 
sales, and has published a booklet 
summarizing the study. 


Kettles Go Electric 


West Bend Aluminum Company, 
West Bend, Wis., has produced a 
five-pint electric tea kettle, which 
boils two pints of water in less than 
six minutes. The kettle whistles 
when the water boils. 


Linn Starts Agency 


Edward Linn, formerly with Moss 
Associates, has opened his own ad- 
vertising agency, Edward Linn Asso- 
ciates, at 110 W. 42nd St., New York. 


PLANNED A YEAR 
AH 


Every issue a special issue—that’s another way in which DELINEATOR 
is going to break away from the ranks of the same-as-usual. 


what different and lively special issues they are going to be. 


CONSUMERS 10 
LEARN PURPOSES 
OF ADVERTISING 


New York, April 25.—Several hun- 
dred newspapers with an aggregate 
daily circulation exceeding 18,000,- 
000 have agreed to use a_ special 
series of advertisements, designed by 
the American Newspaper Publishers 
Association to acquaint the public 
with the constructive services of ad- 
vertising. 


full-page advertisements, which are 
being sent in mat form to members 
of the A. N. P. A. and the A. N. P. A. 
Bureau of Advertising. The first car- 
ried a release date of April 22. 

The action of the newspapers in 
pledging support to the campaign is 
regarded as probably the largest co- 
operative effort in behalf of advertis- 
ing that has yet been undertaken. 

The basic idea throughout each 
piece of copy in the A. N. P. A. series 
is advertising’s service to the con- 
sumer, in creating better goods at 
less cost, in establishing a guarantee 
of quality, and in raising the Ameri- 
can standard of living to a generally 
higher level than that prevailing in 
any other country. 

For example, one advertisement 


| 
| assistant 


“Miss Sally Simpson, U. S. A.,” with 
that of her cousins in other lands, 
pointing out that such things as 
baths, automobiles, electric irons, and 
other now accepted luxuries, so 
widely di -ibuted in America, have 
been made available largely through 
popular demand created by advertis- 
ing. 

The automobile as a symbol of mer- 
chandising achievement realized in 
large measure through advertising 
will be the subject of the last of the 
series, for release May 13. 


Joins Standard Drug 


Vera Lamprecht, formerly adver- 
tising manager of Thrifty Drug 
Stores, Los Angeles, has been made 
advertising manager of 


The campaign consists of seven |compares the material welfare of Standard Drug Stores, Cleveland. 


AD 


at the coming year’s schedule. 


Yes, Delineator is different and is going to be more so. But every issue 


will offer splendid value to the advertiser who is looking for sound 


circulation value. 


DELINEATOR 
She Sop Wlillion and a Half 


New York 


Chicago 


The Coming Year’s 
Schedule of Issues 


June, 1935. 


Out-of-Doors Number — Out of 
door entertaining, out of door 
clothes, sun bathing, etc. 


July, 1935. 


Summer Hostess Number—Easy 
party plans, hot and cold foods, 
clothes for vacations, etc. 


August, 1935. 


Younger Generation Number— 
College girl and sub-deb cos 
metics, back to school fashions, 
children’s menus, etc. 


September, 1935. 
Help Yourself Number—Buffet 


parties, al fresco meals, pick up 
beauty treatments, etc. 


October, 1935. 


Home Number — New furnish- 
ings and furniture, cocktail and 
tea parties, etc. 


November, 1935. 


High Hat Number—Formal en- 
tertaining, formal clothes, 
household luxuries, etc. 


Gifts. 
And 


December, 1935. 


January, 1936. 


Look 


Winter Hostess — 


Winter Vacations. 


February, 1936. 


Thrift 


Number — Home eco- 


nomics and savings. 


March, 1936. 


Health Number—Fresh air and 
light, health in food, ete. 


April, 


1936. 


Let’s Be Original Number—Be- 


ing different as a hostess, un- 
usual parties, snacks and sur- 


prises in food, ete. 


May, 1936. 
Informal Number — Informal 


make up, informal entertaining, 


San Francisco 


off the shelf recipes, etc. 


ESSO IS INVADER 


A NEW SIGN 
on the AORIZON 


For the past several years, motorists in the 
East and in the South have been familiar with 


NOT 
CONNECTED 


wits 
STANDARD OIL Co. 
(INDIANA) 


ucts courteous service at more than 30.000 
ESSO STATIONS and ESSO DEALERS from 
ine to Loutsiana. 


mee pemeem over 


This five-column copy in St. Louis 
newspapers last week heralded the 
invasion of that market by Esso, 
Inc., Standard Oil of New Jersey 
subsidiary. Note the prominent 
references to the fact that Esso 
has no connection with Standard 
Oil of Indiana. 


Esso Invades 
New Territory 
With Stations 


New York, April 25.—There are no 
immediate plans for further expan- 
sion by Esso, Inc., in St. Louis, offi- 
cials of the Standard Oil Company 
of New Jersey state, pointing out 
that the recent opening of three gas- 
oline and motor oil service stations 
in that city, which is in the old 
Standard of Indiana territory, was 
undertaken as a test. 

Secrecy surrounds the facts sought 
by the test. The Esso brand has 
been used in the New York area 
since the dissolution of the old 
Standard Oil nationwide organiza- 
tion into competing, independent ter- 
ritorial units. It has spread through 
New England and down the coast 
into the Standard of Louisiana terri- 
tory. 

An executive, however, did reveal 
that the St. Louis test is not being 
made to determine the legality of 
expanding the markets for these 
companies on a broad scale. The 
boundaries originally established, it 
is quite generally agreed, are now 
practically extinct. 

The St. Louis stations were re- 
ferred to this week by company offi- 
cials as “outposts.” Esso took pains 
in its St. Louis advertising to point 
out that it is not connected with the 
Standard Oil Company of Indiana. 


“Young America” 
Appoints Reps 
Young America, New York, na- 
tional news weekly for youth, has 
appointed George M. Kohn as its 
representative in Atlanta. Appointed 
as representatives in other cities 
are Lawrence Mitchell, Boston; F. E. 
M. Cole, Chicago; Duncan P. Mac- 
pherson, Philadelphia; Don Harway, 
San Francisco. The publication has 
moved to new and larger quarters at 
32 E. 57th St. 


Celebrating its fourth birthday on 
April 22, station WAAB, Boston, sent 
birthday cakes to its friends. The 
greetings were cooked by Gretchen 


MeMullen, culinary expert of the 
Yankee Network. 
Fowler to N-L-B 
W. Raymond Fowler has joined 
Needham, Louis and Brorby, Inc., 
Chicago advertising agency, as a 


writer. Mr. Fowler was formerly 
with Blackett-Sample-Hummert and 
Batten, Barton, Durstine & Osborn. 


Aids Sales Managers 


“Getting the Most Out of Sales- 
men,” a manual for the use of sales 
managers, written by J. S. Aspley, 
editor of Dartnell sales and market- 
ing magazines, has been published by 
The Dartnell Corporation, Chicago. 
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This comical rubber animal was one of 


os. p =~ a 


many similar huge 
in the Young Oregonian’s circus 
parade supplementing the big show. 


“THE OLD- LADY OF | 


calls her youngsters ; 


— 25000 eynts\* 


o 
:/ 


O children like the 4% Lapy of Oregon—that 
84-year-old pioneer favorite of all the family — 
The Oregonian? 

You can just bet they do! Twenty-five thousand of 
them, and many grown-ups, too, roared their ap- 
plause as a mammoth outdoor show and circus parade 
signaled the inauguration of the Young Oregonians, 
big new children’s organization formed and sponsored 
by the Lavy of Oregon, one sunny day this spring. 

They gave their enthusiastic approval to the ea 
LaDyY’s plans for them by turning in signed member- 
ship cards in the new organization by the thousands. 

The $e apy of Oregon is old enough and young 
enough to know just what appeals to the youngsters’ 
hearts, and has started a program to provide tourna- 
ments, games, frolics, and interesting worthwhile 
activities—all the things which occupy such an im- 
portant place in their enthusiasms and desires. Hobby 
clubs, contests, supervised play, radio programs—all 


Sess 
< 


i 


VW 


a 


Part of the enormous crowd of children 
of all ages, and fathers and mothers, 
uncles and aunts, eagerly awaiting 
the start of the Young Oregonian’s 
"kickoff’’ show. 


: a 
ewe hag" Stee 


tien 


Pree 


prepared and staged by the4£# apy of Oregon—are 
now in store for Pacific Northwest boys and girls. 

The Young Oregonians is another in the augmented 
list of attractive new features the @G4¥ Lavy of 
Oregon has developed since her rejuvenation. While 
the youngsters are delightedly joining in her program 
for them, their parents are enjoying the new type 
dress and attention-compelling headlines; a sparkling 
array of new features; clear-cut, up-to-the-minute 
news pictures by Wirephoto, and many other factors 
designed to please readers old and new. 

Little wonder these parents and children have 
brought The Oregonian the fastest-growing circula- 
tion in the Pacific Northwest! 

And, Mr. Advertiser—bear in mind! The thousands 
of new readers now turning to The Oregonian (and 
those other thousands of many year's standing) com- 
pose a reader audience you simply can't afford to miss. 
Make sure The Oregonian is on YOUR media list. 


ie ORAGONTAN 


PORTLAND, 


OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 


National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles, New York, Chicago, Detroit, Cleveland 
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Mentley Named Frosted 
Foods Sales Manager 


George L. Mentley has been ap- 
pointed to succeed I. S. Randall as 
sales manager of the institutional 
division, Frosted Foods Sales Cor- 
poration, New York, subsidiary of 
General Foods Corporation. 

Mr. Randall recently resigned to 
become general sales manager of 
Continental Distilling Corporation, 
Philadelphia, on May 1. 


Adds to Staff 


Donald H. Halsey, Harley B. How- 
cott and Isabel Preis, formerly of the 
Landry Advertising Agency, Inc., 
New Orleans, have been added to the 
staff of Stone, Stevens & Lill, Inc., 
New Orleans. 


Silex Gets New 
Users, Outlets 
In Local Drives 


Hartford, Conn., April 24.—Using 
outdoor posters, newspapers, and 
point-of-sale displays, the Silex Com- 
pany of Hartford has successfully 
conducted sales campaigns in Hart- 


ford and Los Angeles, in a drive for 
consumer favor and new dealers. 
The company featured its every- | 
day kitchen model coffee-maker, de- | 
signed for use on a gas range. In 
addition to building sales, the cam- 
paigns produced a large number of 


|ter cards and dealer literature. 


new outlets in these territories. The 
results in ,.Los Angeles tallied al- 
most exactly with those previously 
obtained here. 


One Iilustration Used 


The 24-sheet posters showed, 
against a purple background, a glass 
coffee-maker placed directly over the 
flame of a gas range, with the house- 
wife standing by. 

This illustration was reproduced in 
newspaper insertions of two, three, 
and four columns and also on coun- 
Each 
campaign ran three weeks. Silex 
supported some of its large outlets 
with store demonstrations. 

Silex advertising is directed by 
John B. Fairbairn, Hartford. 


Promoted by Refiner 


The National Sugar Refining Com- 
pany, New York, has appointed 
Charles B. Castle as assistant general 
sales manager. Mr. Castle, formerly 
Western sales manager, will be suc- 
ceeded in this position by Rosewell 
Truman and Louis Derryberry. 


“Financial World” Moves 


Editorial and business offices of 
Financial World, published by Louis 
Guenther, have been moved from 53 
Park Place, to 21 West St. 


Hotel Appoints 


Schwimmer & Scott, Chicago ad- 
vertising agency, have been ap- 
pointed to direct the advertising of 
the Morrison Hotel, Chicago. 


NEWS 


From the 
Capital 


... he talks 


with Senators, also garage men, 
and he knows what they read! 


E. BAILEY, B.Sc., is a Washington chemist 


e and a reader of Harpers Magazine. 


He is 


also a man whose work has given him a unique oppor- 
tunity to observe the reading habits of a representative 
cross section of prospective buyers. 


«“ 


. Your prospective advertisers, whether they like 


it or not, would not reach my family at all with such 


magazines as the 
, etc. 
we do not read them.” 


bd 


b ’ bd 


The reason is not hard to find: it is that 


“Tt has taken me,” he writes, “into hundreds, thousands 
of the homes of Washington, homes of the rich and 
poor, powerless and powerful, Senators and diplomats, 
scientists, Vice-Presidents—and garage men. I have 
gone into the homes of Cabinet officials and discussed 
books and magazines and politics and travel. . . . The 
people who kept ten servants through the depression, 
when five would have sufficed, had Harpers on their 
library table. 


It is first-hand evidence like this that is lead- 
ing more and more advertisers to take ad- 
vantage of Harpers Magazine as a place to 
advertise to thousands of intelligent men and 
women with ample means to buy, who do not 
even see the advertisements in the mass cir- 
culation media. 


Live editorial comment, responsive reader- 


ship, consistent gains make Harpers Magazine 


one of the most influential advertising media 
in America today. 


Harpers 


MAGAZINE 


The Most Intensively Read Magazine in America Today 
49 EAST 33rd STREET, NEW YORK CITY 


One of the Quality Group 


‘OHIO CLARIFIES 


RELATION OF TAX 
TO ADVERTISING 


Columbus, O., April 25.—The Ohio 
Tax Commission has instructed its 
field agents that the Ohio sales tax 
applies to tangible advertising mat- 
ter such as handbills and circulars, 
but does not apply to sale of adver- 
tising space im newspapers, maga- 
zines, programs, etc. 

Considerable misunderstanding has 
arisen concerning the application of 
the tax to the sale of advertising, the 
commission states in a new bulletin. 
A line should be drawn between ad- 
vertising matter and advertising 
space, the commission declares. 

All sales or rentals of tangible ma- 
terial termed advertising matter are 
subject to Ohio’s sales tax regardless 
of the type of business in which the 
purchaser is engaged so long as the 
purchaser is the consumer or bene- 
factor of the advertising, it is pointed 
out. Advertising matter is defined 
as including calendars, handbills, 
novelties, circulars, bulletins, and 
similar articles. 

This ruling does not hold for the 
sale of advertising space which is not 
an item of tangible personal prop- 
erty, and would, therefore, not be 
subject to the Ohio sales tax, the 
commission adds. Advertising space 
is sold in newspapers, magazines, pro- 
grams, etc., the bulletin states. 

“Another ground for the non-tax- 
ability of advertising space,” the 
commission asserts, “is that it is to 
be incorporated into an article of tan- 
gible personal property such as news- 
papers, magazines, programs, etc., 
which would be subject to the sales 
taxation unless specifically exempted 
in Amended House Bill No. 134.” 


Some Signs Taxable 


The new bulletin instructs the 
agents that charges made by concerns 
which furnish and service outdoor ad- 
vertising signs are not taxable since 
these charges are for service. These 
companies are required to pay tax on 
all purchases of materials which are 
used in the conduct of their business. 

Neon, electric or other illuminated 
advertising signs are all taxable 
when sold at retail. The commission 
adds that charges made for advertis- 
ing signs painted on buildings or 
other real or personal property be- 
longing to others are not taxable, but 
the sign painter who paints such 
signs must pay the sales tax on ma- 
terials he uses in work of this na- 
ture. 


Condict, Gamble Named 
by “Globe-Democrat”’ 


The St. Louis Globe-Democrat has 
appointed Wilson W. Condict as na- 
tional advertising manager, and J. 
Carr Gamble as assistant national 
advertising manager. Mr. Condict 
succeeds George R. Baker, national 
advertising manager since 1927, who 
has retired because of ill health. 

Since 1923 Mr. Condict has been 
manager of the automotive advertis- 
ing department, now combined with 
the Globe-Democrat’s national adver- 
tising department. Mr. Gamble has 
been manager of the gravure adver- 
tising department since its establish- 
ment in 1919. 


Hascall Promoted 


H. W. Hascall, associated for seven 
years with the Chicago branch office 
of The Heinn Company, Milwaukee, 
maker of loose leaf devices, has been 
made sales promotion manager. His 
duties include’ responsibility for 
Heinn advertising. 

Mr. Hascall succeeds O. C. Dahl- 
man, who recently became advertis- 
ing manager of the export division 
of Studebaker Corporation, South 
Bend, Ind. 


Texaco Launches 


Ball Programs 


The Texas Company, maker of 
Fire Chief gasoline and Texaco pe- 
troleum products, has started spon- 
sorship of the play-by-play broadcast 
of all Chicago White Sox and Cubs 
home games over WCFL. Hal Totten 
is at the microphone. 

The Chicago office of Hanff-Metz- 
ger, Inc., is the agency in charge. 
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e A million people, living in Chicago and its immediate 
suburbs —that is the difference between the daily 
coverage given by the Chicago Tribune and that by the 
next largest Chicago daily newspaper! Here is a plus 
market larger than a city the size of Cleveland, Pitts- 
burgh or St. Louis. 


In reaching 644,000 families in metropolitan Chicago on week-days, the 
Tribune gives you 260,000 more city and suburban families—68% more— 
than any other Chicago newspaper. 


Nor is that all, for the Tribune also gives you a plus coverage of 157,000 
families—600,000 more people—in the many surrounding cities that are 
so largely influenced by Chicago affairs and the Chicago Tribune. 


With a total daily circulation now over 800,000—practically as much as any 
two other Chicago daily newspapers combined—the Chicago Tribune is the 
first newspaper and advertising medium in Chicago and the Chicago market. 


Let a Tribune representative—or your own advertising agency—show 
you how your campaign will get greatest effectiveness by appearing in the 
Chicago Tribune. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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ADVERTISING AGE 


April 27, 1935 


The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


April 29 
Libby, McNeill & Libby. Renewal. 
“Og, Son of Fire.” Monday, Wednes- 
day and Friday, 5:15 to 5:30, EDST, 
on CBS stations in Buffalo, Boston, 
New York and Pittsburgh; 6:15 to 
6:30 EDST, on stations in Baltimore, 
Charlotte, Chicago, Cincinnati, Co- 
lumbus and Detroit. Agency, J. Wal- 
ter Thompson Company, Chicago. 
v7 F v 
Fant Milling Company. New. Karl 
Lambertz orchestra, Plainsmen quar- 
tet and Senora Milla Dominguez. 
Monday, 8:30 to 9 p. m., CST, over 
Texas Quality Network. Originates 
at WFAA, Dallas. 
> - v 


Gillette Safety Razor Company, for 
Blue blades. New. Max Baer. Mon- 
days, 10:30-11:00 p. m., EDST, over 
44 stations of the NBC-WEAF coast- 
to-coast Red network. Originates at 
WEAF. Agency, Ruthrauff & Ryan, 
Inc. 


> = ¥ 
Procter & Gamble Company, for 
Ivory soap. New. “Tim Healey 


Stamp Club of the Air.” Monday, 
Wednesday and Friday, 6:15 to 6:30 
EST, over three NBC Blue network 
stations. Originates at WJZ. Agency, 
The Blackman Company, New York. 


~*~ VF 


Procter & Gamble Company, for 
Chipso. ‘New. “Home, Sweet Home.” 
Monday through Friday, 3 to 3:15 p. 
m., EST, over 21 stations of the NBC 


Red network. Originates at WEAF. 


Agency, The Blackman Company, 
New York. 

7-9 9 
General Foods Corporation, for 


Post Toasties and Post’s Bran. New. 
“Tony & Gus.” Monday through Fri- 
day, 7:15 to 7:30 p. m., EST, with re- 
broadcast at 11:15 to 11:30. NBC 
Blue network. Originates at WJZ. 
Agency, Benton & Bowles, Inc., New 
York. 

v . oe 

R. B. Davis Company, for Cocomalt. 

Renewal. “Buck Rogers in the 25th 
Century.” Monday through Friday, 
7:30 to 7:45 p. m., EST, over five 
CBS stations. 

vy v 

April 30 

Philip Morris & Co., for Philip 

Morris cigarettes. Renewal. “Philip 
Morris Program.” Tuesday, 8 to 8:30 
p. m., EST, with rebroadcast at 11:30 
to 12, over 56 NBC-WEAF basic Red 
network stations plus supplementary 
stations. Agency, Biow Company, 
New York. 

May 1 


The Borden Sales Company, Inc., 
for milk. “Magic Recipes.” Wednes- 
day, 8:45 to 9 a. m., PST, over NBC 
Pacific coast network and two moun- 
tain stations. Originates at KOA, 
Denver. Agency, Young & Rubicam, 
Inc., New York. 


May 2 
Booth Fisheries Corporation. Re- 
newal. Thursday, 11 to 11:15 a. m., 


CST, over 20 stations of the Colum- 
bia system. 


May 3 


Studebaker Sales Corporation. Re- 
newal and change of time. Richard 
Himber’s Studebaker Champions or- 
chestra with Stuart Allen and poetic 
readings of David Ross. Friday, 10 
to 10:30 p. m., EDST, with rebroad- 
cast at 8:30 to 9 p. m., PST, for far 
West and Pacific coast. CBS net- 
work, using 40 stations. Originates 
at WABC, New York. Agency, Roche, 
Williams & Cunnyngham, Inc., Chi- 
cago. 


King to Heath 


Harlan M. King, Chicago free lance 
artist, has joined the Heath Studios, 
Detroit, as a sales representative. 
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TO SUPPLEMENT 
A SALES STORY 


A sales story, sketched by adver- 
tising or word of mouth, can be 
supplemented . . . augmented... 
recapitulated . . . by booklets. 


Read in leisure moments, book- 
lets complete the presentation ... 
re-create favorable impressions... 
illustrate uses . . . correct miscon- 
ceptions . . . answer objections 
.. . help close the sale. 

For booklets that are readable 
... colorful . . . “take-homeable” 
... you can rely on "US". 


JUL [VU 


fhe UNITED 


TATE 


LAD [ALD 


LULAZ 


PRINTIN 


& LITHOGRAPH COMPANY 


NEW YORK | 
52-V E. 19th St. 


CINCINNATI 
320 Beech St. 


CHICAGO BALTIMORE 


205-V W. Wacker Drive 420 Cross St. 


HUMOR HELPS SELL ELECTRIC SERVICE 


“Oh yes indeed, Captain Burnside. One can operate an 
Electric Toaster for half an hour for 1 cent”... Elmira 
Light, Heat and Power Corporation. 


One of a series of newspaper advertisements which the Elmira, N. Y.., 

Light, Heat & Power Gieuatien has been running since the first 

of the year, which have attracted much favorable attention. Daniel 
Starch & Staff are in charge. 


General Foods 
Testing ‘Jiffy’ 
In Pittsburgh 


New York, April 25.—With about 
a quarter page weekly in Pittsburgh 
newspapers, General Foods Corpora- 
tion is introducing a new product 
called “Jiffy,” intended to appeal to 
the housewife who does not care to 
fuss with the preparation of fruits 
but still wants to make jelly. 

The 15-cent package is being dis- 
tributed through 1,500 grocery stores. 
Four-color window displays are sup- 
plied, with each case, as well as 
counter displays holding 12 pack- 
ages. A dozen demonstrators show 
how it is used in as many stores each 
Saturday. 

In the advertising, General Foods 
offers two packages, and if the buyer 
is not satisfied after trying one, she 
may return the other and obtain the 
full price paid for the two initially 
purchased. Good Housekeeping In- 
stitute approval is advertised. 

Before putting Jiffy on the market 
in Pittsburgh, General Foods sub- 
mitted samples to several hundred 
home testers with whom the com- 
pany has correspondence. There 
was a large response in the way of 
criticism and of these responses, 85 
per cent enthusiastically endorsed 
the new item. 

Packed at the Jell-O plant, Jiffy is 
made of dextrose, sugar, citric acid, 
fruit flavoring, fruit pectin and veg- 
etable coloring. The package is the 
same size as that for Jell-O. Three 
flavors are offered: grape, currant 
and mint. 


Zem-Zem Appoints 
Zem-Zem Corporation, manufac- 
turer and distributor of wave train- 
ing shampoo, has appointed Street & 
Finney, New York. Newspapers and 
radio will be used. 


Eastman Kodak 
1935 Campaign 
To Blanket U. S. 


Rochester, N. Y., April 25.—East- 
man Kodak Company has scheduled 
a record-breaking advertising cam- 
paign to stimulate picture taking, 
using 125 newspapers and 45 maga- 
zines, the drive to extend from the 
middle of May to Labor Day. 

The 125 daily newspapers being 
used are located in 85 cities, and rep- 
resent about 14,000,000 circulation 
per insertion. First copy will ap- 
pear May 17. 

The advertising will emphasize the 
possibilities of snapshots over the 
week-end and on vacations. Copy 
will run every week on Thursdays in 
evening papers, Fridays in morning 
publications, and the day before holi- 
days. 

Eastman national copy in news- 
papers will be supplemented by local 
tie-in advertisements from dealers. 
Mats or electros of copy will be sent 
direct from Rochester to dealers in- 
terested in this type of advertising. 

The magazine copy will run in a 
total of 46 magazines, embracing na- 
tional weeklies and monthlies, wom- 
en's magazines, romance and motion 
picture publications, etc. 


Allows WHOM to Move 


The New Jersey Public Utility 
Commission has granted the New 
Jersey Broadcasting Corporation per- 
mission to move station WHOM from 
Jersey City to Castle Point, Hoboken. 
The commission ordered that the 
new Hoboken transmitter must be 
completed by Nov. 12. 


To Kelly-Smith 


The Schenectady, N. Y., Union-Star 
has appointed Kelly-Smith Company 
as its national advertising represen- 
tative. 


SMALLER DAILIES 
AIRPROBLEMS AT 
AN.P.A. MEETING 


New York, April 25.—The fact that 
advertisers can expect continuing de- 
velopment of the newspaper medium 
was again confirmed when publishers 
of smaller newspapers assembled dur- 
ing the first day of the convention of 
the American Newspaper Publishers 
Association here this week to discuss 
topics of greatest interest to them. 

The success of innovations, such as 
the substitution of a tabloid for the 
regular standard size on Saturdays 
and publication of a comic section on 
weekdays, was reported by the origi- 
nators. Many interested in the pro- 
ceedings were disappointed, however, 
when discussion of the local-national 
rate and certain other subjects on the 
agenda were omitted due to lack of 
time and other reasons. 

E. H. Harris, Palladium and Item, 
Richmond, Ind., suggested a point 
which advertisers might note in judg- 
ing editorial appeal when he ex- 
plained why the character of readers, 
as well as their number, should be 
considered. 

“The intrinsic difference between 
the small and the large newspaper,” 
said Mr. Harris, “is to be found at 
the point where neighborly interests 
lose their reader values. So long as 
we cater to a citizenry that is inter- 
ested in and demands neighborly 
news, we publish a small newspaper. 


Have Dissimilar Tastes 


“The small town publisher who 
apes his metropolitan competitor is 
usually not the most successful pub- 
lisher. There is a difference between 
the attitudes of men and women who 
live in rented apartments in the large 
cities and the attitudes of those who 
live in their own homes in small com- 
munities and on farms. Since these 
two classes have different interests in 
life, their reading tastes cannot be 
similar.” 

Interest in, or apprehension about, 
radio has diminished where this 
group is concerned, it was indicated 
when Verne E. Joy, of the Centralia 
Sentinel, Centralia, Ill., called for 
comment on this subject from the 
floor and none was given. The meet- 
ing had just heard F. A. Miller, of 
the Tribune, South Bend, Ind., affirm 
his conviction that broadcasting of 
brief news items whetted the public’s 
appetite for news and increased news- 
paper circulation. 

Arthur Ryan, Holyoke Transcript, 
Holyoke, Mass., said that, after a 
year’s trial, a tabloid will regularly 
be substituted for the Saturday edi- 
tion, the innovation having shown 
strong effect in improving the morale 
of the staff, increasing reader inter- 
est and adding to advertising rev- 
enue. The Transcript does not pub- 
lish on Sundays. 

The eight-page tabloid comic sup- 
plement was added to the Thursday 
evening edition of the Journal, of 
Dallas, Tex., the first of the year. Ac- 
cording to Ted Dealey, of the News 
and Journal, it has already resulted 
in a 14 per cent increase in circula- 
tion. 

There was great interest in the sub- 
ject of offering color to advertisers in 
small newspapers. The majority fa- 
vored rapid development of color ad- 
vertising and a minority opposed 
color copy on the grounds it is not 
yet practical from the expense view- 
point. 

The greatest single fault of the 
small town newspaper, the publish- 
ers agreed, has been a common fail- 
ure to provide satisfactory picture 
coverage of local news. Several suc- 
cess stories based on correction of 
this fault were recited. 


Joins Ben-Burk 


Harold Reingold, of the Malkiel 
Advertising Agency, Boston, has 
joined Ben-Burk, Inc., Boston dis- 
tiller, as advertising manager. 


Joins Adsales 


Albert E. Lundquist, formerly with 
The Blackman Company and Lord & 
Thomas, has joined Adsales, 18 E. 
48th St., New York, as art director. 
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@ Rotogravure offers the greatest plus value 
of any section in the Sunday newspaper. 
Your advertisement in a rotogravure section 
will be seen by an average of 3% times as 
many people as would see it in any other 
section of the same paper. .. that’s why we 
say that there are 42 eggs to a dozen in 
rotogravure. The Gallup Research Bureau 
proved this when, at the sponsorship of 
Kimberly-Clark, they completed their nation- 
wide investigation into the Sunday reading 
habits of able-to-buy men and women. 
Specifically they found that rotogravure fea- 
tures (often advertising as well as editorial) 
rivaled front page lead stories in numbers of 
interested readers. And, consequently, that 
a. dollar spent in rotogravure puts an adver- 
tising story before far more people than a 
dollar spent in any other section. Typical of 
the facts which led them to this carefully 
deliberated conclusion are the two ads re- 


produced and contrasted on this spread. 
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— * HEEL - WITHIN- A-HEEL HOSE 
Wolack, brown orwhite  Ringless 45 gauge hose in Chiffon 
Pade + ues $4.45 or Service FQc two pairs $1.50 


‘4’ 


521 RACE STREET 


_ 44.N. Pennsylvania St.— | , 43 W. Fourth St. 
~ "138-140 N. High St., 123 S. High St. 
, 512 S. Fourth St. i _ , 116 W. Main St. 
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@ Compare the cost of securing readers for 
these two fashion ads. It’s a just comparison 
because both appeared in the same paper, 
on the same Sunday and in the same city. 
Both advertised merchandise of the same 
family group. The rotogravure ad, according 
to Gallup’s meticulous check stopped 129,987 
readers... although it was almost 100 lines 
smaller than the black and white ad. The 
larger black and white stopped 29,463 read- 
ers. Thus the rotogravure ad produced read- 
ers at the rate of 706 per dollar; the black 
and white dd, at the rate of 196 per dollar. 


Which of these ads was the better buy? The 
figures speak for themselves as they do in 


every instance when rotogravure is compared 
to other sections on a fair, impartial basis. 
Rotogravure is demonstrably the best, the 


most economical advertising space in the 


Sunday paper ! 
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You can do it better with ROTOGRAVURE 


@ To be economical, to be effective, advertis- 
ing must be read. And it can’t be read unless 
it's seen. So in selecting position for your 
Sunday advertising, the first question you must 
answer is, “Where will my ad be seen by 
more people?” Readers of advertising in the 
Rotogravure Section outnumber readers of 


NEW YORK 
122 East 42nd Street 


CHICAGO 
8 South Michigan Avenue 


advertising in other sections of the same paper 
by an average ratio of 3% to 1. Often by a far 
greater percentage than that as the comparison 
on the spread of this insert proves. So if you 
want to give your advertising a chance to be 
read by more people, place it where more 
people will see it...in the Rotogravure Section. 


LOS ANGELES 
510 West Sixth Street 
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UTILITY OPENS 
BIG APPLIANCE 
SALES CAMPAIGN 


Union Electric Leads Buyers 
to All Outlets 


St. Louis, Mo., April 25—The 
Union Electric Light and Power 
Company, St. Louis, has launched a 
new spring advertising campaign 
directing consumers to every outlet 
for electric appliances of all brands 
in the utility’s territory. 

Newspapers, radio, and outdoor 
advertising are being used in the 
drive. The entire campaign empha- 
sizes the low cost of electricity in 
St. Louis and vicinity, and the low 
cost of operating electric appliances. 
St. Louis has the lowest household 
electric rates in the country. 

More than 500 spot announcements 
over stations KSD, KMOX, KWK, 
and WIL will bombard the territory 
served by the company. Outdoor 
poster showings will be used through- 
out the metropolitan and surround- 
ing areas. 

A newspaper campaign, consisting 
of four separate drives, is being 
staged in the Globe-Democrat, Post- 
Dispatch, and the Star-Times. A 
number of newspapers in outlying 
districts, including East St. Louis, 
Ill., will also be used. 

The newspaper advertising is 
signed, “Union Electric Light and 
Power Company,” “Electric Dealers 
and Contractors of St. Louis and Vi- 
cinity,” or “St. Louis Electric Cook- 
ery Council.” All such advertising 
is part of the Union Electric cam- 
paign, however, and is paid for by 
the utility. 


Publishes Dealers’ Names 


In many advertisements, Union 
Electric provides a directory of elec- 
tric appliance dealers in St. Louis, 
classified as to downtown, central 
and other divisions, also dealers in 
parts of Missouri and Illinois. 

Union Electric employs large news 
paper space for several types of copy. 
One advertisement, for electric 
ranges, makes an offer of a $10 allow- 
ance on the customer’s old ran: 
when a new model is purchased from 
the Union Electric Company’s ap- 
pliance store. A free installation 
plan is also advertised. 

The utility company supplies free 
installation for any brand of electric 
range purchased from any dealer. 
The cost of installation up to $45 
is defrayed by Union Electric, an 
arrangement adequate for 98 per cent 
of all electric range installations 
which have been requested. 

A rate story campaign, with ad- 
vertisements appearing twice a week 
in the Globe-Democrat, the Post-Dis- 
patch, and the Star-Times, will be 
staged as one of the four separate 
newspaper drives. 

This campaign is applied to indi- 
vidual electric appliances. The low 
rate theme is treated with poster-like 
simplicity, showing prospective cus- 
tomers how much electrical service 
their pennies and nickels will buy. 

Esther Lee Bride, Union Electric’s 
home economist, will play the lead- 
ing role in the second of the news- 
paper drives, the home economics 
series, written in the first person. 


Special Activities Planned 


Four large “group appliance” ad- 
vertisements of the department store 
type comprise the third newspaper 
campaign. These will talk straight 
merchandise, and will be patterned 
after Union Electric’s table cookery 
advertisement, used with outstand- 
ing success in 1934. 

The fourth of the newspaper 
drives is an institutional campaign, 
with advertising signed by Union 
Electric. One advertisement in this 
campaign appears each week. A 
typical insertion, headed “Something 
you want to know,” compares the 
cost of electricity in a St. Louis 
home two years ago with the cost 
today. 

Several special advertising activi- 


USED CAR COPY DOMINATES AUTO PAGES 


THE BIG EASTER PARADE LEADS to) 
K. C. Chevrolet Dealers ¢ 


- 


Here are two full pages which appeared in the "Kansas City Star" 
last Sunday, which typify the orgy of used car advertising which has 
just hit the country's newspapers. The Chevrolet advertisement also 
exemplifies a type of "screwy'’ copy which has been running over 
the Kansas and Missouri landscape during the past several days. 


ties will also be staged, all closely 
related to the main campaign. An 
electric range campaign will run in 
newspapers, and an air conditioning 
campaign will start as soon as hot 
weather threatens. 

More than 200 outdoor posters will 
be used throughout St. Louis and 
East St. Louis, beginning in late 
April. Four different posters will be 
shown, and all will be on the boards 
at the same time. At the end of 
the first month their position will be 
switched around. 

Electric appliance outlets in the 
utility’s territory are being urged to 
tie in with all phases of the cam- 
paign. They are asked to use the tel- 
ephone on their lists of prospects, 
hitching the subject of their calls to 
the advertising that is running; and 
they are also asked to coordinate di- 
rect mail advertising and advertising 
in neighborhood papers, with the ma- 
jor campagn. 

Batten, Barton, Durstine & Osborn, 
Inc., is in charge of the advertising. 


Radio Reps Add Audition 
Room; Enlarge List 


A client’s audition room fitted with 
the latest type wide range reproduc- 
ing equipment, has been incorpor- 
ated in the enlarged Chicago offices 
of Free & Sleininger, Inc., at 180 N. 
Michigan Ave. The offices will also 
be occupied by the Chicago staff of 
Free, Johns & Field, Inc. On May 1 
the New York office of Free & Slein- 
inger, Inc., will be moved to larger 
quarters at 110 E. 42nd St., and will 
also house the New York staff of 
Free, Johns & Field, Inc. 

Station WMAZ, Macon, Ga., has ap- 
pointed Free, Johns & Field, Inc., 
as national sales representative effec- 
tive May 1, when that organization, 
recently organized as an affiliate of 
Free & Sleininger, Inc., officially be- 
gins operations. 


Booklet to Feature 


Life Advertising 


“How to Win Both Ways,” a book- 
let story of a family man and his 
life insurance program, will be fea- 
tured in each of the four newspaper 
advertisements to be run during 
Life Insurance Week, May 13-18, in 
a cooperative campaign by life in- 
surance companies. 

One hundred and twenty-six com- 
panies have contributed to the cam- 
paign. Over 1,000,000 copies of the 
booklet have been sent to the coop- 
erating companies by M. A. Linton, 
chairman of the Life Insurance Week 
committee. 


Costello to McGillvra 


George Costello has joined the New 
York office of Joseph Hershey Mce- 
Gillvra, advertising representatives 
for radio stations. Mr. Costello was 
formerly advertising and sales pro- 
motion manager of the Calvert Mary- 
land Distilling Company, and prior 
to that, was associated with the New 
York office of Paul Block & Associ- 
ates. 


Agency to Move 
After May 1, the New York offices 
of Fuller & Smith & Ross, Inc., ad- 
vertising agency, will be located at 
444 Madison Ave., 13th floor. The 
new telephone number is Eldorado 
5-5750. 


Appoints Moulton 
A. H. Moulton, Jr., Chicago, has 
been appointed to resume the West- 
ern representation of National Par- 
ent-Teacher Magazine, New York. 


GOLDEN STATE 
MILK CAMPAIGN 
GETS UNDER WAY 


San Francisco, Cal., April 24.— 
The Golden State Milk Company, 
winner of the 1934 advertising award 
of the International Milk Dealers’ 
Association, has released an exten- 
sive advertising campaign for 1935, 
with emphasis upon “naturally rich 
milk,” and increased adult consump- 
tion. 

In order to maintain a constant 
barrage of the selling points of Golden 
State’s quality product, the company 
is using many mediums. The cam- 
paign includes a heavy newspaper 
schedule, outdoor advertising, Sun- 
set Magazine, and trade publications. 
Cooking school programs and spot 
announcements,, “Menu Flashes,” will 
be used in radio advertising. 


Repeat Menus on Bottles 


“Golden State Menu Flashes,” af- 
fixed to necks of milk bottles as 
bottle collars, and containing a 
menu, a recipe, and news of food 


prices, will again be employed this 
year. 

The first newspaper advertisement 
in the 1935 drive points out that “it 
would be very easy for Golden State 
to take milk of inferior quality and 
‘load’ it with cream so that it would 
have the butter fat content which 
the law requires.” 

“But such a practice never has 
been, and never will be, tolerated in 
Golden State dairies. Our policy is 
to produce milk of such a high qual- 
ity that it has in its original state 
the required butter fat content, also 
the maximum of milk solids, such as 
calcium, phosphorous, and other 
health-building elements. Such a 
milk is perfectly balanced and nour- 
ishes the body in a way that no 
‘loaded’ milk could ever do.” 

A secondary theme, which will be 
employed principally in the magazine 
campaign, asks: “Do you think 
you’ve outgrown milk?” and drama- 
tizes the age-old question asked by 
children as to why parents don’t 
drink milk if it is so good for chil- 
dren. 

The account is under the direction 
of the San Francisco office of N. W. 
Ayer & Son, Inc. 


Grant Resigns 
Thomas J. Grant, copy and idea 
man, has resigned from the Chicago 
office of Lord & Thomas. 
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to WFBC. 


SOUTH CAROLINA'S RICHEST MARKET 


You cannot afford to overlook South Carolina’s richest market. 
are people that spent $4,000,000.00 more for food, clothing, auto- 
mobiles, etc., than was spent in the second best county in South 


Greenville County for the same year accounted for 20% of the en- 
tire wholesale business for the State of South Carolina. 
Within fifty miles of WFBC’s transmitter there are 656,992 pros- 


perous people. 76% of them own radio sets and are loyal listeners 


We invite you to investigate the rich possibilities advertising over 
WFBC offers the manufacturer. 


WFBC 


GREENVILLE. SOUTH CAROLINA 


1000 watts, 1300 kilocycles (5000 daytime authorized) 


High Fidelity RCA Equipment 


Owned and operated by The Greenville News and Piedmont—the 
Leading Newspaper in South Carolina. Net Paid Circulation 45,000. 
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ADVERTISING AGE 


April 27, 1935 


RENAISSANCE OF 
BUSINESS PRESS 
SEEN BY McGRAW 


Service Based on Research 
Is Required 


Chicago, April 25.—Predicting that 
business papers are to enjoy a renais- 
sance of popularity and use because 
of their new vision of service based 
on research, James H. McGraw, Sr., 
chairman of the board, McGraw-Hill 
Publishing Company, New York, 
spent 48 hours in Chicago this week 
on one of his infrequent visits. 


The veteran publisher, apparently 
enjoying splendid health and eager 
to return to active duty after a va- 
cation of almost three months, was 
the guest of the western personnel 
of McGraw-Hill at a luncheon at the 
Union League Club Monday. In 
spite of the fact that his fatiguing 
train ride from the Coast had just 
ended, Mr. McGraw showed no signs 
of weariness. 

Though Mr. McGraw is now in his 
middle 70’s, his title of chairman of 
the board is somewhat misleading. 
While he has relinquished some of 
his lesser duties in recent years, he 
still takes a keen interest in the 
progress of the twenty-odd publica- 
tions issued under the McGraw-Hill 
banner and makes definite sugges- 
tions as to policies, etc. 


Planned Recovery Number 


He confessed that just before he 
left New York Jan. 30 on a jaunt 
to the Southwest, he had laid down 
plans for publication of the huge 
National Recovery Number of Elec- 
trical World which came out April 
1, dated March 30. This _ issue, 
promptly delivered by messenger to 
the President of the United States, 
each member of Congress, and mem- 
bers of other Washington organiza- 
tions such as the Federal Trade 
Commission, not to mention numer- 


ous state dignitaries, gave pause to 
some of the legislators, recent devel- 
opments indicated. Containing 316 
pages and cover, and weighing 2% 
pounds, the National Recovery Num- 
ber represented the electrical indus- 
ry’s protest against the Rayburn- 
Wheeler bill, which would abolish 
holding companies in this industry. 

The tenor of the issue was reflected 
by a three-page editorial, “Recovery 
Through Private Initiative,” which 
began: “If encouraged, instead of 
destroyed, the public utilities can, 
with the help of other branches of 
the industry, create now a business 
of $16,500,000,000, employ 1,000,000 
men and add $1,000,000,000 a year to 
payrolls.” 


With a bluntness which under any 
other circumstances might have 
frightened members of the industry 
for which Electrical World spoke, 
the editorial continued with this 
plain talk: 

“So long as the enemies of the 
utility industry wear the cloak of 
the present administration and dis- 
guise themselves and their purposes 
in the cloth of recovery and reform, 
there can be no progress.” 

Another fortright statement was: 
“Our private utilities know how to 
build, how to sell, how to operate— 
their record proves it.” 


Example of Opportunities 


Briefly, the National Recovery 
Number of Electrical World was de- 
signed to do a public relations job 
that the industry itself was unable 
to do. Ordinarily confined by its na- 
ture to the comparatively small num- 
ber of men interested in the indus- 
try, Electrical World burst its nor- 
mal channels to carry the story of 
its field and its achievements to 
those who previously had known lit- 
tle or nothing of them. 

It was this mission to which Mr. 
McGraw referred when he spoke of 
the improved service of business 
papers. While he admitted readily 
that few industries would find such 
a threat of government intercession 
hanging over their heads, he believes 
that any business paper which has a 
sincere desire to serve its readers 
can find plenty of avenues for activ- 
ity, provided they are in the neces- 
sary close contact with their fields. 

Electrical World, incidentally, was 


NEWS-WEEK 


is read by 


23% 


of the 


NUMBER ONE MEN 


OF 


AMERICAN 


INDUSTRY 


The Complete Story Is 
Factually Developed in 


“CONTACT” 


A Copy Will Be Sent You on Request 
ROCKEFELLER CENTER, NEW YORK 


ZEPHYRS GET FULL-PAGE WELCOME 


| Twins Arrive in Burlington Zephyr Family —Daily Twin Cities-Chicago Service Starts April 21 


[ 


FURST ZEPHYR STARS IN THE MOVIES 
On be " ot Charla 


Full-page pictorial copy which appeared in Twin City newspapers 
last week on completion of their test run over the Chicago-St. Paul- 


by Mr. McGraw and it received more 
of his personal attention than any 
other in the long list of those 
founded or acquired. 


Won Harvard Award 


The publisher commented interest- 
ingly on news of the day, remarking 
that it is to be hoped that many of 
the planks in the Roosevelt platform, 
which appeal to thinking men every- 
where, will prove to be permanent. 
No true progressive, he remarked, 
can quarrel with elimination of child 
labor, reasonable working hours for 
all men, and sufficient remuneration 
to create real buying power in this 
country. 

Mr. McGraw’s great gifts to Amer- 
ican business received signal recog- 
nition in 1927, when he was selected 
for the leading Harvard Award—a 
gold medal for distinguished contem- 
porary services to advertising. The 
inscription read: 

“To James H. McGraw of McGraw- 
Hill Publishing Company, because of 
his life-long service in the upbuild- 
ing of higher standards in, the ad- 
vertising of the business press of the 
country.” 


Get Lunch Account 


Linton’s Lunch, a chain of 27 
restaurants in Philadelphia, Camden, 
and Atlantic City, has appointed 
Jerome B. Gray & Co., Philadelphia, 
te handle its advertising, which in- 
cludes use of newspapers, outdoor 
and point-of-sale. Willard P. Tom- 
linson, formerly advertising man- 
ager of Norwich Pharmacal Com- 
pany, is account executive. 


by McCann-Erickson 


McCann-Erickson, Inc., advertising 
agency, has leased extensive addi- 
tional space in the Standard Oil 
Bldg., 910 S. Michigan Ave., Chicago. 
The new quarters will be used for 
general office accommodation, modern 
radio audition studios, and clients’ 
conference rooms. 

Field offices acting as branches of 
the Chicago office of the company 
have been opened in St. Louis, Kan- 
sas City, and Minneapolis. 


Oyster Interests to 
Discuss Joint Effort 


The Oyster Growers and Dealers 
Association will hold a meeting in 
Washington, D. C., May 20-22 to dis- 
cuss plans for setting up an industry 
advertising fund for use during the 
fall season. 

The Washington meeting follows 
a recent meeting in Baltimore at 
which preliminary discussions of the 
proposed advertising campaign took 
place. 


Coffee Men to Meet 


The Associated Coffee Industries 
of America will meet at the Drake 
Hotel, Chicago, June 23-26, with the 
long projected advertising campaign 
of the industry scheduled as a high- 
light of the discussion. 


Changes Name 

The name of E. Lyell Gunts, Inc., 
Baltimore agency, has been changed 
to Cahn & Miller, Inc. There was no 
change in personnel, Louis F. Cahn 
continuing as president and C. LeRoy 
Miller as vice-president and _ treas- 
urer. 


Huge Sampling 
Drive Launched 
On Krusty Bran 


Chicago, April 25.—A sampling 
campaign of giant proportions will 
be inaugurated in the Chicago area 
next week for Krusty Bran, the Bat- 
tle Creek Food Company’s new bran 
cereal. Similar campaigns are now 
under way in Indiana, and plans call 
for other sampling campaigns in all 
major markets of the United States. 

Over 600,000 homes in Chicago and 
adjoining suburbs will receive the 
free samples. The drive will con- 
tinue daily for six weeks, winding up 
the first week in June. 

Newspaper advertising will be used 
in the markets to be covered, princi- 
pally to support the sampling cam- 
paign. First newspaper copy ap- 
peared this week. During the six- 
week period, copy will call attention 
to the fact that samples are being dis- 
tributed, and that residents in desig- 
nated areas of Chicago may expect 
their sample “this week.” 

The sample package of Krusty 
Bran, which comes in clusters like 
Cracker Jack, will be wrapped in a 
waterproofed, airtight, waxed cello- 
phane. 

Specially uniformed, adult carriers 
will deliver the sample to the home 
by neatly and securely fastening it 
with a rubber band from the door- 
knob. 

This is the first time in the history 
of a food sampling campaign that the 
sample has been so delivered, accord- 
ing to R. L. Goodman, president, Ad- 
vertising Distributors of America, 
Inc. 

The Indiana campaigns are being 
conducted by the zone offices of the 
A.D. A. The central zone division of 
the A. D. A., the Big Four Advertis- 
ing Carriers, Chicago, is conducting 
the Chicago campaign. 

Erwin, Wasey & Co., Chicago, are 
in charge of advertising of the Battle 
Creek Food Company. 


Smith Chosen to 
Head Ad Fraternity 


Paoli A. Smith, president, Sparrow 
Advertising Agency, Birmingham, 
Ala., has been elected president of 
Alpha Delta Sigma, national adver- 
tising fraternity, succeeding Bruce 
Barton, of Batten, Barton, Durstine 
& Osborn, Inc., New York. 

Elected as vice-presidents were 
Prof. George B. Hotchkiss, New York 
University; Everett A. Tapscott, ad- 
vertising manager, Indianapolis 
Times; Ralph Dorsett, advertising 
manager, S. Ferris Sons Department 
Store, Austin, Tex.; and Carl A. 
Bundy, Bundy, Quill & Press, Los 
Angeles. Arthur Hallam, Rex The- 
ater, Evansville, Wis., was elected 
secretary-treasurer. 


Oakite Repeats 
Chicago Sampling 
Oakite Products, Inc., New York, 
has launched an extensive sampling 
campaign on Oakite to homes in se- 
lected areas in Chicago, not sampled 
during Oakite’s 1934 campaign. Dis- 
tribution is being made by the Big 
Four Advertising Carriers, Chicago. 
Radio, newspapers, and counter 
and window displays are coordinated 
with the campaign, telling the house- 
wife that spring cleaning time is 
“Oakite time.” The sample distribu- 
tors are also contacting the grocery 
trade in areas where sampling is be- 
ing conducted. 
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BRIDGES, HIGHWAYS, TUN- 
NELS, railroads and ferries carry 
millions of people monthly across the 
O’Mealia outdoor advertising territory. 
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O'Mealia Outdoor Advertising Co. 
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Harry O'Mealia, President. Jersey City,N.J. 
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Oklahoma City 
First in Southwest in Per 
Capita Drug Sales 


The 1933 U. S. Retail Census ranks 
Oklahoma City FIRST among the six 
largest cities of the Southwest in drug 
store expenditures per capita. 


Concentrate your sales activities in this 
buying market. And concentrate your 


Sunday advertising in the Sunday 
Oklahoman. 


F Oklahoma retailers and jobbers fail to be impressed 
and appear bored by salesmen’s advance stories of nice 
campaigns that can’t reach Oklahoma customers, instead of blaming 
either salesman or retailer consider the facts which every Okla- 
homa retailer knows. 


They know the circulation of the Sunday Oklahoman is 114,286 
A. B. C. and that it is concentrated in their selling area. They 
know it is the kind of Sunday newspaper that is wanted in Okla- 
homa. To tell these retailers about the fine advertising you are 
going to do in somebody else’s market in the hope that some copies 
will filter into the Oklahoma City area is a faint argument that 
will fail to impress them. 


They have seen the Sunday Oklahoman grow---seen it adopt every 
important new development in newspaperdom. Seen it take on an 
attractive color dress and pioneer four-color printing two years 
before any other southwestern newspaper was similarly equipped. 
And today they know that the cover of its society feature section, 
printed in natural photographic color, is among the finest examples 
of printing in the realm of newspaperdom. 


For 45 years the Sunday Oklahoman has been demonstrating that 
it can and does move merchandise quickly and profitably---perhaps 
it has performed for your product too. Last year advertisers 
recognized this fact by increasing linage 34.77%. 


To turn Oklahoma retailers’ indifference into enthusiasm, show 
them your campaign schedule for the Sunday Oklahoman. 
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Monite, Nancee Hat 


Accounts Placed 


The Monite Company, St. Louis, 
maker of a mothproofing product and 
service for dry cleaners, has ap- 
pointed The Ridgway Company, St. 
Louis, to handle its advertising. 
Newspapers in metropolitan centers 
will be employed. 

The agency has also been ap- 
pointed to handle advertising of 
Nancee Hat Shops, St. Louis retail 
chain. The chain will use two 15- 
minute radio broadcasts weekly. 


Representatives Move 


Hubert L. Fleming, Chicago repre- 
sentative of News-Week, has moved 
from Tribune Tower to the Pure Oil 
Bldg. His new telephone number is 
State 6631. H. H. Richardson, rep- 
resenting Atlantic Monthly, has also 
taken new quarters in the Pure Oil 
eer g His telephone number is State 

419. 


Name L. M. Frost 


Lois M. Frost, with offices in the 
Hotel Sorrento, Seattle, has been ap- 
pointed to represent National Sports- 
man and Hunting & Fishing, Boston, 
in Washington and Oregon. 


Selects Ayer 
N. W. Ayer & Son, Inc., Phila- 
delphia, has been appointed adver- 
tising counsel for American Houses, 
Inc., 670 Fifth Ave. New York, 
maker of pre-fabricated houses. 


Insurance Copy 
Gives Holiday 
To Death Theme 


Philadelphia, Pa., April 25.—With 
the Provident Mutual Life Insurance 
Company’s resolution to let death 
take a holiday from the advertising 
picture, the company’s promotion has 
taken on new life. 

A series of deep one-column news- 
paper advertisements peppered with 
caricatures and lively copy is taking 
the place of the more usual preview 
of disaster. 

Although this is the first copy the 
insurance company has used in some 
time that is not keyed or couponed, 
the company reports, after the first 
insertion, that it has pulled more 
leads than any previous keyed copy. 

One of the advertisements features 
an ogling oldster with Shavian beard 
who trips gaily among spring flow- 
ers and suggests that “death take a 
holiday.” He philosophizes that the 
practice of thinking of life insurance 
in terms of death is as foolish as 
thinking of spring in terms of win- 
ter; that, in reality, life insurance 
means comfortable old age and a 
guaranteed estate. 

In another insertion, a bald-pated 


chap, discarding bellows, puckers his 


lips and blows a flock of candles not 
merely out, but off a birthday cake. 
This feat, copy states, can be done 


with zest at 65 by any “provident | 


man,” with a Provident Providor re- 
tirement savings policy. 

The account is handled by Jerome 
B. Gray & Co., Philadelphia advertis- 
ing agency. 


E. B. Brown Appointed | 


E. B. Brown has been made adver- 
tising manager of the San Pedro, 
Cal., News-Pilot. He was formerly 
advertising manager of the Burbank 
Review, as well as being associated 
with the Glendale News-Press, and 
has been an advertising executive on 
southern California newspapers for 
the past ten years. 


Mail Sales Up 


The number of units sold this 
spring to date by the Chicago Mail 
Order Company exceeded by 59 per 
cent the unit sales of last year and 
by 11.19 per cent the unit sales of 
1929, E. M. Schnadig, president, re- 
ported to the company’s board of 
directors April 19. 


State to Advertise 


The Senate and the House of Rep- 
resentatives of Rhode Island have 
passed a _ resolution appropriating 
$11,500 for advertising of the state’s 
recreational facilities, under direc- 
tion of Gov. Theodore F. Green. 


A TYPICAL COMMENT 
FROM AN Atlantic READER 


“The fact that I have purchased ‘The Atlantic’, without 
a break, month after month for more than the last ten 
years and that it is the only magazine I have stuck 
to over so long a period is the best evidence I can 
offer as to my opinion of your magazine.” 


From an executive of a nationally known association. 


The “most wanted” publication in America today is a fair estimate 
of the Atlantic, proved perhaps by the thousands of unsolicited 
letters of which the one quoted above is typical. Year after year 
over 15,000 readers buy it regularly at 40 cents a copy on news- 
stands and more than 85,000 pay for it by subscription. At $420 
a page, you can reach more important people for less money 


with the Atlantic. 


BOSTON * NEW YORE 


* CHICAGO + 


LOS ANGELES * 


“Atlantic Monthly 


MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


SELLS SWIM SUITS 


A typical illustration from the new 
campaign of Gantner & Mattern 
for swim suits. 


Domino yy 
Up “Sugar of 
The Week’”’ Plan 


Philadelphia, Pa., April 25.—A 
novel retail merchandising plan has 
been developed in connection with 
the spring newspaper advertising 
campaign by The American Sugar 
Refining Company, New York, for 
Domino sugars, in more than 190 
leading newspapers throughout the 
country. 

One particular Domino package 
will be featured in the advertising 
each week. Through the coopera- 
tion of the newspapers, the grocers 
are being supplied with a schedule 
showing the particular package to be 
advertised each week. 

Grocers have been urged to fea- 
ture the “‘sugar-of-the-week” in store 


plays, on counters, and in handbills, 
as well as in any combination sales 
which the grocer may feature in 
order to reap the greatest benefit 
from forceful consumer advertising. 

N. W. Ayer & Son, Ince., is the 
agency in charge. 


Establishes New 


After specializing in radio adver- 
tising for the past seven years, Ray- 
mond L. Morgan has formed a new 
advertising agency under his own 
name at 6362 Hollywood Blvd., Los 
Angeles. 

Accounts handled by the new 
agency include three programs each 
week on the Columbia-Don Lee 
Broadcasting System network for the 
Gilmore Oil Company, and three pro- 
grams each week on NBC’s Pacific 


Company. 


Calo Pet Fe ood 


The California Animal Products 
Company, maker of Calo dog and 
eat food, has released the largest 
newspaper advertising campaign in 
its history. On a basis of territorial 
distribution, 
used nationally. 

The advertising campaign, which 
is handled by the San Francisco 
office of Emil Brisacher & Staff, is 


One dog food,” and features vitamin 
D content. 


Briggs Names Callahan 


John A. Callahan has been ap- 
pointed to take complete charge of 
all operations of the new plumbing 
division of Briggs Mfg. Company, at 
Hamtramck, Mich. Mr. Callahan has 
been identified with the company 
for more than three years. 


windows, floor displays, basket dis- 


Los Angeles Agency 


coast network for the Folger Coffee 


Campaign Starts 


newspapers are being 


built around the slogan, “The All-in- 


DOUBLE BUDGET 
FOR SWIM SUIT 


San Francisco, Cal., April 25.— 
Moving toward capture of an even 
larger share of the swimming apparel 
market, Gantner & Mattern Company 
has doubled its 1934 advertising ap- 
propriation for the 1935 season. 

The heaviest advertising campaign 
ever undertaken by the firm will fea- 
ture “free-breathing” in the 1935 
Gantner & Mattern suits. More than 
20 national magazines, as well as se- 
lected metropolitan newspapers will 
carry the style story. 

The firm, a leader in the creation 
of swimming suits—as diametrically 
opposed to bathing suits—is the orig- 
inator of the well-known “Wikies,” as 
well as other more feminine styles 
that reveal more than sales curves. 

The “free-breathing” principle will 
be carried out in women’s suits as 
well as in the models for men. “Free- 
breathing” is achieved in the new 
Wikies, the company points out, 
through a patented redesign which 
permits the swimmer to take deep 
breaths without hindrance. 

Among magazines scheduled are 
American Boy, The American Weekly, 
Boys’ Life, Collier's, Esquire, Harp- 
er’s Bazaar, Hollywood, Liberty, 
News-Week, The New Yorker, Open 
Road for Boys, Photoplay, Radioland, 
Saturday Evening Post, Screen Book, 
Screen Play, Silver Screen, True Con- 


| fessions, Vanity Fair, and Vogue. 


A follow-through service has been 
ereated for the national campaign. 
This promotion includes mats and 
layouts for retail advertising, posters, 
windows, and counter cards. 

The campaign is under direction of 
the San Francisco office of Emil 
Brisacher & Staff. 


Acme Beer Drive 
Is Launched in 
Thirteen States 


San Francisco, Cal., April 25.—Re- 
peating the successful “non-fattening” 
theme of last year, the California 
Brewing Association has released an 
extensive new advertising campaign 
in 13 Western states on behalf of 
Acme beer. 

The 1935 drive is being made 
through more than 300 newspapers, 
poster showings, night spot radio an- 
nouncements, street car dashboards, 
and store displays. 

Acme beer has held the leading 
place as largest seller throughout the 
far Western states during the past 
two years, according to government 
| figures. The company’s 1935 cam- 
|paign, larger than the 1934 drive, is 
designed to maintain this leadership. 

A new million-dollar plant at Los 
Angeles will go into production for 
the first time this season, thereby 
widening the trade area served by 
the brewery. 

The company’s advertising is di- 
rected by the San Francisco office of 
Emil Brisacher & Staff. 


Opens New Milk Market 


The Dry Milk Company, Inc., New 
York, affiliate of the Borden Com- 
pany, has developed a new water- 
proof milk concentrate called Lurem 
Fish Lure and Chum. Having ob- 
tained Eastern distribution in fishing 
tackle and variety stores, the product 
is now entering upon national dis- 
tribution. Plans for advertising have 
not been formed. Young & Rubicam, 
Inc., is the agency. 


City to Advertise 


Ten metropolitan newspapers and 
one radio station will be used by the 
city of Long Branch, N. J., this 
spring, in an effort to attract visitors 
during the summer. The Long 
Branch Chamber of Commerce is co- 
operating. 


Named to NRA Board 


H. A. Mereness, for the past two 
years director of the technical bureau 
of the National Federation of Tex- 
tiles, has been appointed to direct 
the work on consumer standards of 
the Consumers Advisory Board of the 
NRA. 
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No. 4 of a Series 


11 JOE" HARTIGAN is one of the famous space buyers of the 

country. As vice-president of the Campbell-Ewald Com- 
pany, and head of its space department, Mr. Hartigan has bought 
millions of dollars’ worth of space in business papers, and tens of 
millions in other classes of advertising mediums. His experience 
and ability make his comments on business papers especially sig- 
nificant and impressive, since they represent not merely opinion, 
but a policy which is carried out in the huge space buying opera- 
tions of the great advertising agency of which he is an executive. 
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+ Business Papers—A\n Important Link 
e in the Advertising Chain 


in . ° . 

By Joseph J. Hartigan, Vice-President 
eS Campbell-Ewald Company 
Pe Business paper advertising is not an P , ar / wee 
~ i experiment, but a sound and proven We have always recognized business publications as an important link in the 
aS method of successful sales development advertising chain. They do not take the place of other advertising mediums, but 
It of in specialized business markets. The they do supplement and strengthen other lines of advertising effort by reaching in 
made | business publication covers its field not a very direct and definite manner a section of the market that is not otherwise 
pers, only from a circulation but an editorial d 
0 an- : ‘ at adequately covered. 
ards, standpoint—supplying a constructive in- H q bent stent £ th eatin bl; 
ja formation service which promotes prog- ence we recommend to clients a consistent use of the outstanding publica- 
t the ress and helps to build markets for the tions that have to do with their particular industry and that appeal directly to 
ha advertiser. It is an indispensable part those who use or who distribute the product they have to sell. 
a of any sales-building program directed In making our recommendations, editorial policy and content must be given first 
ve, 1S . . . Ys a 
ship. $0 SEES, UE, SREY ree consideration. They are vitally important—even more so than volume circulation. A . 
, L ° . : 
2 for business paper must speak with authority, and inspire confidence. It must be ac- 
ged | curate in its information and sound in its editorial judgment. Otherwise it is a han- 
ok dicap rather than a benefit to the reader and worthless to the advertiser, no mat- 
ade ter how wide its distribution may be. 
cet 
— 
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sing This advertisement and those to follow it are sponsored by these business papers: 
oauc 
fd Advertising Age (ABC-ABP) Domestic Engineering (ABC-ABP) Milk Plant Monthly (ABC) 
icam, 537 S. Dearborn St., Chicago 1900 Prairie Ave., Chicago 327 S. La Salle St., Chicago 

American Restaurant (ABC) National Provisioner (ABC-ABP) 

5 S. Wabash Ave., Chicago — —. wig A 407 S. Dearborn St., Chicago 
Be Automobile Digest (ABC) , . Paper Industry, The (ABC-ABP) 
— 22 E. Twelfth St., Cincinnati Hospital Management (ABC-ABP) 333 N. Michigan Ave., Chicago 
‘Long Bakers’ Helper (ABC-ABP) 537 S. Dearborn St., Chicago Paper Mill & Wood Pulp News (ABC-ABP) 
is co- 332 S. Wells St., Chicago ] scat Cieisbi ae (ABC-ABP) 1440 Broadway, New York 
’ ewelers ircular-Keystone * J 

d Bakers’ Weekly (ABC-ABP) 239 W. 39th St, New York Steel (ABC-ABP) 
‘ 45 W. 45th St., New York Penton Bldg., Cleveland 
hot Boot & Shoe Recorder (ABC-ABP) Laundry Age (ABC-ABP) Welding Engineer (ABC-ABP) 


239 W. 39th St., New York 330 W. 42nd St., New York 608 S. Dearborn St., Chicago 
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April 27, 1935 


What 
a wealth of 


selling help! 


HERE is no dearth of 

selling tools or mar- 
keting aids for the manu- 
facturer who has the good 
fortune of doing business 
in the civil engineering 
and construction field. 
Consider the following 
services made available by 
the publishers of Engi- 
neering News-Record and 
Construction Methods to 
every manufacturer who 
seeks to build standing 
with the engineers and 
contractors who buy con- 
struction equipment and 
materials used in the civil 
engineering and construc- 
tion field. 


* %* * * * 

Display advertising space: Sales 
messages and reputation-building 
copy delivered weekly by Engi- 
neering News-Record, monthly by 
Construction Methods to a combined 
paid circulation of over 42,000. 
Send for rate cards. 


Daily information: Proposed 
work, bids asked, low bidders, 
contracts awarded to all classes of 
engineering construction are re- 
ported daily by first class mail or 
air mail in Construction Daily. 
$10. a month. By air mail $1.00 
extra a month. 


Monthly list of contractors: 
Mimeographed report of contrac- 
tors awarded work wy age pre- 
ceding month, classified by states. 
$2.00 a month. 


Annual list of contractors: 
Mimeographed report of contrac- 
tors who handled over $100,000 
worth of work the previous year, 
classified by size and arranged 
geographically. Price $5.00. 


Construction Costs: Data on costs 
of different types of construction 
over a period of years, published 
annually. The 1935 edition of 
Construction Costs has just been 
released. Price, $1.00. 


Mailing service: Complete or se- 
lective mailing service, consisting 
of addressing and mailing. Rates 
on request. Mailing lists are not 
for sale, however. 


Engineering Construction Mar- 
kets: A bi-monthly summary of 
market news for manufacturers. 
Alternate months a distributors’ 
edition of the paper is published. 
A free service. 


Directory of distributors: Lists 
of distributors handling construc- 
tion equipment, supplies and ma- 
terials are available without charge 
to advertisers in Engineering News- 
Record or Construction Methods. 


* & & & & 


Obviously, such a rounded pub- 
lishing program can be furnished 
only when the publisher lives with 
the field he serves. 


This is the kind of publishing 
service and prestige to bank on 
when you are seeking to create or 
to hold standing in the civil en- 
gineering and construction field. 


This is the intimate, authoritative, 
construction background against 
which your products are projected 
when you advertise them on a 
continuity basis in — 


McGraw-Hill Publications 
330 West 42nd St., New York 


Getting Personal 


Exulting editorially over the engagement announcement of Mar- 
garet Fishback and Albert G. Antolini, the merchandising genius who 
heads Macy’s rug departments, the Mirror went as far as it dared in 
talking up its favorite theme of eugenics. They will be married in 
the fall, about the time Miss Fishback’s third book of light verse, as 
yet untitled, will be published by Dutton. The bride-to-be, with her 
usual graciousness, has assured ADVERTISING AGE that nothing, not 
even matrimony, can lessen her interest in advertising. 


The younger set at the Mathes agency was represented on the 
Easter cruise of the Manhattan to Bermuda by Tom Mathes, Louise 
Dickman, W. T. Okie, Mabel Johnson and John Murphy. Dancing and 
the other cruise diversions were enjoyed by all of the group. 


While on a visit to several European clients, J. D. Tarcher, presi- 
dent of Hommann, Tarcher & Sheldon, Inc., expects to dip into the 
pleasures of small village and country life in England by way of 
recreation. He sails on the Majestic May 2, and, as the dessert 
course in the business trip-vacation, will return on the Normandie’s 
first crossing in June. 


As an extra reward for their successful efforts members of the 
committee in charge of the Mardi Gras party of the Advertising Women 
of New York were given a cocktail party Saturday by Elsie Wilson. . . 


Not to be outdone by male sport enthusiasts at Kenyon & EcR- 
hardt, Katherine McCormack is rehearsing fancy figures on her roller 
skates and Renee O’Hara is training for speed and endurance records 
on her bicycle. 


Appropriately enough, Julian Brodie, collaborator with Alan Green 
on the murder mystery, “Death Cruises South,” which was published 
by William Morrow last year, will shortly set sail for Europe on the 
Lafayette to gather background material for a new novel to be pub- 
lished this fall. Writing as “Roger Denbie,” an anagram using letters 
of their names, the heads of the Green-Brodie agency voice-write their 
works, Ediphone being one of their accounts. 


Hoping dust won’t get in their eyes, Jimmy Fuson of the Erwin, 
Wasey radio department and Susanne Eaton of St. Louis, the new Mrs. 
Fuson, hopped a train last week to visit their respective parents in 
Missouri. 


Sidney Dean, Jr., J. W. T. magazine space buyer, is back on terra 
firma after flying from coast to coast, all in one trip. Sam Meul- 
endyke of Marschalk & Pratt is another Gothamite who has recently 
returned, after a month on the other coast. 


There was quite a celebration in the Detroit office of Campbell- 
Ewald last Saturday when 75 senior staff members gathered to honor 
Henry Ewald on his 50th birthday. Besides a birthday cake, Mr. Ewald 
received a large leather-bound book in which the history of his career 
was recorded in photographs, cartoons and hand-illuminated type. 


George H. Knott, a.e. in the Chicago office of Albert Frank-Guenther 
Law, started the month off right by becoming the father of an eight- 
pound boy. Father Knott is bearing up fairly well under the circum- 
stances, his office intimates report. 


H. Preston Peters, New York manager for Free & Sleininger, has 
just returned from two weeks in Bermuda, where he acquired a fine 
coat of tan and sufficient energy to enable him to tackle the job of 
moving himself and staff into new and larger quarters at 110 E. 
42nd. 


“Advertising is bound to have an ever-increasing influence on the 
future of American art,” Mrs. Eugene Meyer, wife of the publisher of 
the Washington Post, told the Washington Advertising Club last 
week. 


When Merle Sidener, president of the Indianapolis agency, was 
haled into court last week on a charge of speeding, he defended him- 
self successfully by reporting that he was going to a funeral. But he 
also took occasion to tell the judge that “this safety drive is the best 
thing that has come to Indianapolis in some time.” 


Harry B. Hall of Klau-Van Pietersom-Dunlap Associates, Milwaukee, 
has been named a member of the executive committee of the Milwau- 
kee Association of Commerce. Josephine Snapp, A. F. A. vice- 
president and Capper mainstay in Chicago, carries her knitting to 
adwomen’s club meetings now. 


John H. Platt, a.m. of Kraft-Phenix Cheese Corporation, is back 
at his desk after an illness of several weeks. Huntington R. 
(Tack) Hardwick of Doremus’ Boston office is one of the directors of 
the proposed Readville, Mass., horse racing plant. He is also a 
director of the Boston Garden, which is the same sort of agricultural 
venture as Madison Square Garden. 


Fred Healy, advertising director of the Curtis -Publishing Com- 
pany, took home the president’s cup donated by John Benson for first 
low net in the second day’s play at the White Sulphur Springs tour- 
ney of the Four A’s. The secretary’s cup, contributed by Guy 
Smith, of Brooke, Smith & French, Detroit, for second low net, went 
to none other than Fred Gamble, who does a little secretarying him- 
self from time to time. 


The treasurer’s cup, hung up by Dewey Hill, of McCann-Erickson, 
for low gross on the 36 holes, went to Mix Dancer, of Henri, Hurst & 
McDonald, Chicago. Mr. Dancer, easily the most towering member 
of the Four A’s, can and did give the little pill some amazing rides. 


Wright Promotes 
Gordon, Chapline 


The Wright Aeronautical Corpora- 
tion, Paterson, N. J., has appointed 
Myron B. Gordon as vice-president 
and general manager, and George 
Chapline as vice-president in charge 
of sales. 

Mr. Gordon was vice-president and 
assistant general manager, while Mr. 
Chapline was formerly sales man- 
ager. The promotions followed the 
election of Guy W. Vaughan to the 
presidency of Curtiss Wright Cor- 
poration. While Mr. Vaughan re- 
mains as president of the Paterson 
concern, executive managerial duties 
will be handled by Mr. Gordon. 


Firm Expands 


Eric Palmer has formed a radio 
publicity department in connection 
with the public relations firm of 
Graves-Palmer Associates, New York. 


Two Firms Appoint 
Redfield-Johnstone 


Advertising of Barrett’s Roach- 
sault, an insecticide, has been placed 
with Redfield-Johnstone, Inc., New 
York advertising agency. 

Scott & Bowne, Bloomfield, N. J., 
have appointed the same agency to 
direct advertising of Ki-Moids, a rem- 
lt ge acidity. Newspapers will be 
used. 


Basham Joins “Spirits” 
Thomas E. Basham has been made 


Kentucky representative of Spirits, 
New York liquor publication. 


Joins Blackman 


The Blackman Company, New York 
advertising agency, has added Nan 
Murphy to its radio department. Miss 
Murphy was formerly with N. W. 
Ayer & Son, Inc. 


24-SHEET HAS UNUSUAL VISIBILITY 


Strength, simplicity and remarkable — at long distances fea- 


L 


F[' 


ture this 24-sheet created by Lucien Bernhard for American Oil 
Company. It is now appearing throughout the East. Joseph Katz 
Company, Baltimore, is the agency. 


CROSLEY DRIVE 
TO OFFER NEW 
SAVINGS PLAN 


Cincinnati, O., April 24.— The 
Shelva-Bank, a new savings bank 
plan to make easy the purchase of 
Crosley Shelvador electric refrig- 
erators, will be featured in a cam- 
paign in local newspapers by Crosley 
dealers, in cooperation with Crosley 
distributors and the Crosley Radio 
Corporation. 

The advertising will consist of a 
series of two and three-column in- 
sertions, nine and ten inches deep. 
The Crosley campaign will empha- 
size the statement that it is pos- 
sible to own a Crosley Shelvador 
“for as little as five cents a meal.” 


Improves on Meter System 


The Shelva-Bank, a savings bank 
in which to deposit savings from 
daily change, enables the customer 
to meet the monthly payments on a 
Crosley Shelvador. The new plan 


is said to give all conveniences of 


time payment plans, yet it is neither 
a time-payment or a meter-plan of 
installment buying. 

“The Shelva-Bank plan overcomes 
the objections to the meter plan in- 
asmuch as it does not shut off the 
refrigerator if the quarter is not 
dropped into the bank,” the company 
points out. 

“Neither is it a reminder to vis- 
itors in the house that the cus- 
tomer is forced to buy a refrigerator 
on the time-payment plan. If de- 
sired the bank can be kept out of 
sight. This little Shelva-Bank will 
encourage the savings habit years 
after the Shelvador is bought and 
paid for.” 

The extra usable space in Shelv- 
adors is stressed in the advertising, 
together with convenience, beauty, 
and dependability of service. “You 
don’t need cash. .. you need pay no 
money down on the Shelva-Bank 
plan,” one advertisement declares. 
“Just make your selection now.” 


Appoint B-W-W 

Byren - Weil- Weston, Inc., Phila- 
delphia advertising agency, has added 
Price Battery Corporation, Phila- 
delphia, maker of Thor, Witherbee, 
and Lyons batteries, and Interna- 
tional Spark Plug Company, Phila- 
delphia, maker of Thor and Quick- 
fyr spark plugs, to its list of clients. 


business is good! 


favorite newspaper. 


Grand Rapids Press 
Saginaw Daily News 
Kalamazoo Gazette 


I, A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


People Are Buying In The 
Booth Newspaper Cities of 
MICHIGAN 


They have money in this state! 
are working, farmers are getting increased prices, 


The medium of greatest influence in more 
than a quarter of a million homes in this market 
is the daily issues of the Booth Newspapers. These 
families with increased incomes are responding to 
the advertising in their Booth Newspapers. They 
are buying — reach them now through their 


Jackson Citizen Patriot 
Bay City Daily Times 


BOOTH NEWSPAPERS, Inc. 


Factories 


Flint Daily Journal 
Muskegon Chronicle 
Ann Arbor Daily News 


J. E. LUTZ, Western Representative 
186 N. Michigan Ave., Chicago 
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| 
7 “Every Man in Business Will Have a Hard Road to Go, and He Will 
i Have to Find Its Turnings, But He Need not Go in the Dark, If He 
— Will Take with Him the Light of Other Men’s Experience.”’ 

ther 
n of John Wanamaker 


The Light of John Wanamaker’s experience has guided many other merchants to 
hem signal success. 


wil Other Leaders in every line of business are Today distinguishing themselves by exemplifying 
Wanamaker’s understanding faith in Newspaper Advertising. 


ate, Every year since the 1929 peak has witnessed high mortality among advertisers; likewise 
E> each year has seen courageous merchants keep their business beacon bright by the use of 
“- newspapers. 

hil The Experience and Practice of these Leaders is revealed to the Timid—Newspapermen 
‘hile. and Advertisers—through thoughtful study of such advertising Linage Reports as are produced 
ila only by Media Records—The International Authority on such data. 


— Displaying the Light of Experience in the example of Successful Merchants and Manufacturers 
is the real economic function of Linage Statistics. 


Newspapermen who are incorporating this principle into their Sales Programs are profiting most. 


Media Records most recent Special Report No. 683 entitled “ Selling by Example” realizes 
Wanamaker's advice about ” The Light of Other Men's Experience.” It sets up the 1929—1934 


Newspaper Performance of Leaders in every important Retail Business. 


If you wish to appropriate this Light of “Selling by Example’ please write us for your copy. 


: GOR DS 


MEDIA RECORDS, Inc. 


WILLIAM D. NUGENT 
Vice-President in Charge of Sales 


330 West 42nd Street 
8 NEW YORK CITY 


400 West Madison St. 174 East Long St. 25 Kearny St... 
Chicago, Ill. Columbus, Ohio San Francisco, Calif. 


‘ : é < Rie. . fy Seah z ete eae re * ‘: geal ete make i, 
y ’ a ee) i 
| FF nent 
LLL LLL LLL LLL LLL LLL LLL TE . 
AERC Se I RT LIAN REIL, NE MEE SAC ERIE ERLE AA ERAS x SEM SELENE LOT! ELIE LE NEES CEO: NIUE ELEIIDDGE EEN LENO LEAR AIEEE AIEEE ELE ORE ICT ls 
nes 
ee a 
Titan ces” 
te. 
: 
A eghinn s 4 
ee 
ee 
ree 
Like Pt sae 
tae, 
es ie 
ee _ . 
Bie shies 
ee ae i 
Rh oa 
Gee te eae 
cae = Bia 
fel cee 
eS a 
oe a i A Hens ; 
eo . eS 
ri vie ey 
SRS 
mes ets alee 
- en ae eh 
2 ° i ac 
the age 
not Sie a 
Dany (eas, + 
pee 
ae ce 
de- vane 
it_ of Beare 
ene 
int Teed 
helv- 
sing 
. 
Ree 
pei . 
——— att ” 
ees aa 
Shh ae 
Be) pe) 
+ 
on 
pee eS 
ents. ee 
Bs ee 
ic eles Giver 
ie pats 
Sey 
a 
if: a 
. 
~ 
ie Sit 
| ig ep ees 
| ee sp 
ee | 
-— & 
‘ 
i 
ee : 
| 
| 
— 5 
Z \ 
MEDIA © 
BO etch Olas * . 
R : 
ft , : 
3 = ss 
SI SS ge 
| ZI lls : 
| AI SYwwss> 
My . ‘i a 
. ) : YJ © 
ss l fa ce Bi ke: 
‘ 
rtive 
zo 
- 
Re tat : o . : : 4 ‘ : ; ie t ‘ .? — Ni oe me *) i a . : : 
j ae Ten Care Boe! aaa eee a aaa Me iene nl iag ee re a, Re cera come ed Sle ore Gag epi Ooh eRe phe emt DM weary 
SS Se Ne cea ee? Cer tei ve Wy a eee ere haat Ber x rit pane Sree ates ek ices VAS gest eae ee ae ips 
ay 2 ee ares aoe 27 AZ Bea yo § Se ce i Me a ae dade aay an ie ae em Cie ee a oie ASRS: Co 8 Ye ee ta at, Oe eo a ey a eth Nt ety AO nn - gh) iets a Re a ee + 
: i, ae cae ee a everes aS aah Sipe teea ae So he ees oan Soe ees a a aaa ee cet as a Bad = ng 6 eos Bre ee eine Meal og in 0 ari aie ae a eur aed a aia a gr |, ae 2 DoS, Tue bio dh obeils Seo Sete gee ane ey 
Re atid ne. lore sears, Gen iaate x nO tay mar yrgteM CUNT Festa tere gew Rie meen ime Gh Bt else A Aa sos eae Te eas ORS SINGT le eed mei ENE gi ease Tap ee a SR IEDR lS cen Tv ena eat ae herd BRS SST a a RT Gees tC ree a, oe a a 
Doh cee eee Bg a nay te pac eS Poh es eee ete. Uma? SS eerie Lee Rana TOM Set Saad ee ree oo eae Sa te eee Ars es Tr te genie ete PSI ge os Fike ate eee ee Se Ray iN ey! mk ha ae eee en ee ee ee Arte ; 
PA a ee Pie Ga as ULES eae NL ey eg ne ee de aha iN Tl Fg ec ana Mi SN ee ideties dene ei ena 4) Paes Uae al ee ky a . MIN, PPTs GM eae i) BS lige es or arte : ad te Pg ag OO on a SSAC «oem penal hale ae ee 
hi edly ah i ae ee | Ca ae a ay Ca) piceeeraiees fata esa a Svea PR er alee) hain, Faas ee nt Mile hee ae Maa eC * ee en ae ans aN a eee De A aes SOs RR ane pe ey con es Fra tae eee Cane eer e es Sere er ok 
gree Gees i Bae Ste UE: cs ea na Pee RR ce paar Daas eae igre NM ater T Te DRM We SE Tee yo a RE ee Be ay Eee ah. yy hs UR ea Remy et ar ah Cee A, oR Re a een Pinca Say errr any ak ine ee rn esas avih seer 
Wiracg st Ber. bea a ae ers ee hse a raw Bac ad eae or jaca uae ae, ese toeet ne ek OG a Br ae ane apes Be eS Oras ah pear ih rete SOG ree oe he ga a eg Se ec ee ne 
ES eter coe ee Rae Sees ota Pe ie ae ae west aR Woe oe bop Re ATA Ne at Rae, cae gers es Lt ee on ae Beas eRe EE aA ca te aaa meno Elen ip eee fie toy ec epe a Se ge eRe nt ad | are oe FES. 
at Pe Meet Sees 0k afk CM te Se a En Ee Se a ee ame Ra ha Toa a inf ok Sale eee ia am eg cet (PO eens EON ae hme Led oll be MET Wa ei its eewca. Meg Aaniree magn ei eh a, <2 ane, | ats 2 Ne ar ar ant ey AO cada A re ee Rr: AE) pea ee 
Bate Fe Ee lise a bre meat Sve Cpa tee ME CE a cn Mae Mee ee agg. Sp pcick Mu pu a2 cir erp an tite my Suns Nace eam Ot oo cca tN oe eae Sea RE ca ae agns se ap eh Og Ae 


Esemae e 


rg i 42 
ae a 


24 


ADVERTISING AGE 


sae : Se 


April 27, 1935 


‘FARM JOURNAL’ 
TO GO ON BLOCK 
AFTER 58 YEARS 


Colorful Career of Philadel- 
phia Paper Recalled 


New York, April 25.—After a col- 
orful career of 58 years, the Farm 
Journal will pass under the auction- | 
eer’s gavel at Washington Square, | 
Philadelphia, May 8 in accordance 
with orders of the United States 
District Court for eastern Pennsyl- 
vania in the equity proceedings of | 
the International Paper Company vs. 
Wilmer Atkinson Company. 

The difficulties which beset the 
publisher are the result of a pro- 
tracted depression in farm markets. 
This started in 1927, let up some by 
1929 and then continued during the 
time other industries languished. 
The Farm Journal, being an inde- 
pendent agricultural magazine, had 
no other publications to lean upon 
during its slim years. 


For Nearby Rural Market 


Much of the long success of the 
journal is laid to its original pub- 


lisher, Wilmer Atkinson. He started 


WILMINGTON ADVERTISING CLUB AIDS ART WEEK PROGRAM 
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This is a portion of the crowd which gathered under the auspices of the Advertising Club of Wilmington 


— 


during a special art week celebration in which the advertising club played a leading role. Wm. A. Hart, 

director of advertising, E. |. du Pont de Nemours & Co., and W. Murray Metten, president of the club, aided 

greatly in the celebration. Arthur S. Allen, industrial stylist, spoke at the meeting pictured here, the largest 
gathering in the club's |1-year history. 


it with the idea of launching a news- 
paper to cover the rural market ad- 


jacent to Philadelphia. 


The first issue ran into 25,000 cop- 


S. District 


In Equity 


2000 Ibs. metal, etc. 


job presses, ink mill, ete. 


trimmers, etc. 


drums and address plates, etc. 


ture and equipment, etc. 


Descriptive Catalogs 


Receivers’ Sale in Equity 


District Pa. 
March Term, 1935 
International Paper Co. vs. 
Wilmer Atkinson Co. 


Name, Good Will, Mailing Lists 
Over a Million Paid Subscription Contracts 
Printing Machinery and Equipment 

Office Furniture and Furnishings of 


“THE FARM JOURNAL” 


Washington Square, Philadelphia 
To Be Sold at Auction 
Wednesday & Thursday, May 8 and 9, 1935 


At 10:30 A. M. (D. S. T.) Each Day on the Premises 


COMPOSING ROOM EQUIPMENT: 35 Hamilton type, 
cut and galley cabinets; 3 Hamilton imposing stands, cutters, 
525 fonts foundry type, proof press, furnaces, monotype caster, 


PRESS ROOM: 4 Cottrell multicolor rotary presses, 2 
Miehle cylinder presses, Harris 2-color automatic and C. & P. 


PLATE ROOM: Watson & Stillman hydraulic press; shav- 
ing, beveling, routing and cooling machines, gauges, saw tables, 


BINDERY: Rowe trimmer, Seybold cutter, 3 Dexter folders, 
2 Cleveland folders, American Juengst 20 box, 9 signature 
magazine, stitchers, inserting and mailing machine, etc. 


MULTIGRAPH AND MAILING EQUIPMENT: 2 
list printers, 3 addressers, 7 reliefographs, stencil reels; mimeo- 
graph, ditto-graph and multigraph machines, type setters, 


Also shipping equipment, cafeteria equipment, office furni- 
By Order Arthur H. Jenkins, Arthur Pennell, Receivers 


Duane, Morris & Heckscher, Esqs., Philadelphia, 
Attorneys for Receivers 


SAMUEL T. FREEMAN & CO., Auctioneers 


27 William st. 1808-10 Chestnut St. g9_ Federal St. 
NEW YORK PHILADELPHIA BOSTON 


Court, Eastern 


No. 8611 


mail 


Upon Application to 


ies. Strangely enough, it carried 
John Wanamaker’s first advertise- 
ment. It was just after the Centen- 
nial Exposition there and Wana- 
maker was opening his store in the 
old station vacated by the Pennsyl- 
vania railroad. The Wanamaker ad- 
vertisement was the first copy ob- 
tained by the new publication. 


Atkinson Built Paper 


The Farm Journal occupied space 
in the same building that housed the 
new Ladies’ Home Journal, a con- 
verted dwelling in Washington 
Square in which Cyrus Curtis had 
just founded his magazine. Later, 
both publishers moved to other sec- 
tions of the city but Atkinson ulti- 
mately returned. 

Wilmer Atkinson was a rare per- 
sonality, and this is the reason for 
achievements made in all depart- 
ments of the business. He wrote in 
simple, understandable two-syllable 
style and his editorials gained him 
many new readers, holding those al- 
ready gained. 

Not content to write editorials 
only, he wielded his facile pen on 
circulation letters. Practically all of 
the early circulation was obtained 
that way. Not only that, but Atkin- 
son had a way of getting circulation 
“salesmen” to work for him without 
compensation. He stirred enthusi- 
asm in farmers and had them sell 
the paper to the neighbors, often in 
groups. 

The official announcement of the 
sale offers the name, good will, mail- 
ing lists and over a million paid cir- 
culation contracts. The Journal 
reached the million mark in circula- 
tion in 1917. Its total distribution, 
based on a six months average, was 
1,215,300 a year ago. About 75 per 
cent of this is in the 22 states east 
of Iowa and Minnesota. 


Had No Salesmen 


For a great many years, the firm 
did not employ any salesmen. Most 
of the copy carried was mail order 
and all the business was obtained by 
mail. Advertisers learned that the 
Journal pulled for them and placed 
business with it without a personal 
solicitation. It was not until 1915 
that the Journal put on solicitors to 
contact prospective advertisers. 

Wilmer Atkinson had always been 
a great worker on second class post- 
age matters and spent much time in 
Washington in this connection. He 
was active in many rural move- 
ments, including the inauguration of 
rural free delivery and parcel post 
services, both of which benefited his 
subscribers and advertisers. He had 
other hobbies that were incidentally 
advantageous to his magazine. These 
included boys’ clubs, the Liberty 
Bell bird society which sought to 
prevent insect pests from destroy- 
ing birds, etc. 

He retired from the business in 
1919 and died in 1921. Charles F. 
Jenkins, who had joined him in 1888 
and had served as business manager, 


| indecent, 


became president. Arthur Jenkins, 
who had joined the organization in 
1902 in charge of circulation but 
with editorial ambitions, continued 
as editor, a job he acquired by a ruse 
which involved writing articles and 
criticisms which were submitted to 
Atkinson for over a year by an ally 
in Plainfield, N. J. 

The Farm Journal was the first 


|/farm publication and probably the 


first in the magazine field to guar- 
antee its advertising. This cost on 
the average $3,000 a year, which was 
refunded to subscribers who had 
paid advertisers for merchandise 
which did not live up to expecta- 
tions. 


Others Take Up Idea 


The guarantee was featured in 
various parts of the paper, including 
the contents page. Each piece of 
copy submitted was scrutinized and 
if accepted, was guaranteed, with the 
exception of bankrupts. Other pub- 
lishers, including Meredith, were in- 
terested and asked if Atkinson would 
allow them the use of the same guar- 
antee, which he did. 

Since inception, the Farm Journal 
never missed an issue. Some of the 
advertisers were in the magazine 
consistently through the 58 years, 
and these include Burpee, seeds, and 
S. L. Allen, tool manufacturer. Some 
40 advertisers have used the paper 
consistently for 30 years or more. 


Obscenity Is 
Charge Against 
Mexican Lyrics 


Washington, D. C., April 25.— 
Charging that the lyrics of a Spanish 
song used on a Mexican government 
broadcast March 21 were lewd and 
sixteen members of the 
House of Representatives have peti- 
tioned the Federal Communications 
Commission to cancel the licenses of 
all NBC stations which carried the 
program. 

The petition alleges that the Eng- 
lish translation provided the F. C. C. 
did not do justice to the Spanish 
idioms, described by a magazine as 
a piece of “unabashed pornography.” 


Offenders to Be Reprimanded 


While the Commission has directed 
its staff to investigate the incident, 
it is regarded as unlikely that any- 
thing more than a reprimand will be 
meted out to the offending stations, 
if the charges are substantiated. 

The petition was sponsored by 
Representative Connery, of Massa- 
chusetts, leader of the anti-Mexican 
bloc in Congress. With other mem- 
bers of the House, Mr. Connery be- 
lieves that the Mexican broadcasts, 
designed to win American tourist 
trade to the territory below the Rio 
Grande, are contrary to the best in- 
terests of this country. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 730. “Over the Counter” Influ- 


ences on Sales by Brands. 


The division of marketing and re- 
search of Liberty recently studied the 
present importance of the point of 
sale, the degree to which brands are 
being determined over the retailer’s 
counter, and the importance of pref- 
erences of retail sales people. Sur- 
veys were made in five cities on eight 
major groups of commodities. This 
booklet reveals the survey findings. 


No. 697. Iowa Grocery Directory, 
Retail and Wholesale. 


This Des Moines Register & Trib- 
une guide lists 6,620 Iowa grocery 
stores by counties and towns, tells 
the circulation of the newspaper in 
each Iowa county, and furnishes 
other facts of interest to sales and 
advertising managers. 


No. 734. NBO Network Aireas. 


The National Broadcasting Com- 
pany presents in this volume figures 
and maps showing the number and 
location of radio families reachable 
through each of the NBC networks, 
red, blue, supplementary and Pacific 
coast. To furnish this data, two si- 
multaneous surveys were conducted, 
an engineering study of field 
strength, and an audience response 
study. The results of these studies 
were coordinated, to determine audi- 
ence location and density. For the 
first time, a complete total figure of 
“potential circulation” in the zones 
influenced by each NBC network and 
group is given. The book is a graphic 
presentation of data long awaited by 
advertisers. 


No. 737. Men’s Fashions Today. 


Indicating trends in the advertis- 
ing and merchandising of men’s 
clothes, the current number of this 
New York Times booklet reproduces 
recent advertisements in the Times 
and photographs of window displays 
in New York stores. It also in- 
cludes articles by fashion authori- 
ties. 


No. 716. This Is a Sort of Journey 
I Never Thought to Go. 


The most stimulating background 
for effective advertising is powerful 
fiction, this Cosmopolitan presenta- 
tion declares. Cited as one example 
is the story contained in the well- 
known poem “Over the Hill to the 
Poorhouse.” 


No. 692. Advertise Travel to Travel- 
ers via the National Geographic 
Magazine. es 
This booklet describes in detail 

values offered by the National Geo- 

graphic Magazine to travel advertis- 
ers. It presents information regard- 
ing editorial and advertising respon- 
siveness of readers, advertisers’ com- 
ments, circulation breakdowns, re- 
sults of a buying power study of the 
magazine’s readers in various cities, 

and numerous other factors of im- 

portance to the travel advertiser. 


No. 727. The Way to a Market. 


The shipping industry markets for 
equipment, services, and materials, 
as covered by Traffic World, are pic- 
tured and described in this booklet, 
which also presents statistics on the 
publication’s coverage of its field, 
and the purchasing power of its in- 
dustrial subscribers. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 


An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 
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ALN. A. SET FOR 
GATHERING AT 
WHITE SULPHUR 


Program for May 6-8 Meet- 
ing Is Released 


New York, April 25.—Although the 
first business session of the 26th 
semi-annual meeting of the Associa- 
tion of National Advertisers, Inc., to 
be held at the Greenbrier, White 
Sulphur Springs, W. Va., will begin 
Monday morning, May 6, members 
of that Association will gather at 
the hotel on Sunday evening for an 
informal buffet supper and reception, 
according to an announcement made 
by Harold B. Thomas, vice-president 
of the Centaur Company and chair- 
man of the A. N. A. program com- 
mittee. 

The sessions on Monday and Tues- 
day mornings will be closed to all 
but members of the A. N. A. Be- 
ginning with the Tuesday afternoon 
session and continuing through the 
banquet Tuesday evening and the 
session Wednesday morning, the 
meeting will be open to invited 
guests. 

No set speeches are scheduled for 
the Monday morning session, but 
agency relationships, legislation, and 
other subjects of importance to buy- 
ers of advertising will be discussed. 

On Monday afternoon, the meet- 
ing will split into six groups: de- 
partment store merchandising— 
leader, A. C. Buckingham, Cluett 
Peabody & Co., Inc.; distilled prod- 
ucts—leader, Carleton Healy, Hiram 
Walker & Sons, Inc.; drug and toi- 
let articles—leader, H. W. Roden, 
Johnson & Johnson; grocery prod- 
ucts—leader, W. W. Wachtel, Loose- 
Wiles Biscuit Company; industrial 
—leader, Ralph Leavenworth, West- 
inghouse Electric & Mfg. Company; 
petroleum—leader, M. H. Leister, 
Sun Oil Company. 

Nothing is scheduled for Monday 
evening with the exception of cer- 
tain other group meetings. For ex- 
ample, the members of the associa- 
tion in the steel industry will have 
their own meeting on Monday eve- 
ning. 

The whole session on Tuesday 
morning will be devoted to radio. 
There will be four main topics: how 
to get an audience by building the 
proper program; how to sell the 
audience with commercial announce- 
ments; merchandising the program; 
and checking the audience. 

There will be a speaker on each 
one of these and, in addition, time 
will be allowed for discussion. Three 
of the speakers will be Chester J. 
LaRoche, president of Young & Rubi- 
cam; Dr. D. P. Smelser of the Proc- 
ter & Gamble Company and chair- 
man of the governing committee of 
the Cooperative Analysis of Broad- 
casting; and George Bijur, director 
of sales promotion, Columbia Broad- 
casting System, and formerly direc- 
tor of sales and publicity for L. 
Bamberger & Co., Newark. Other 
speakers will be announced later. 


Several Open Sessions 


Tuesday afternoon will be the first 
open session with invited advertis- 
ing agents, publishers and others 
Present. Speakers will include Ray- 
mond Rubicam, newly elected chair- 
man of the board of the American 
Association of Advertising Agencies; 
L. E.- MeGivena, New York Daily 
News, who will talk on research, its 
mistakes and its misuse; and Lee H. 
Bristol of the Bristol-Myers Com- 
pany, former president of the A. N. 
A. and now chairman of its Adver- 
tising Research Foundation, who will 
present the first report on the work 
undertaken by that body. Five pro- 
jects have been selected by the 
Foundation, and Mr. Bristol will ex- 
plain what they are, their scope and 
how they will be handled. 

The semi-annual banquet of the 
association will be held on Tuesday 
evening, May 7, with S. Clay Wil- 
liams, vice-chairman of the board of 
the R. J. Reynolds Tobacco Company 


and until recently chairman of the 
National Industrial Recovery Board, 
as the principal speaker. Entertain- 
ment and dancing will follow the 
banquet. 

The Wednesday morning session 
will open with an address by J. P. 
Seiberling, vice-president in charge 
of sales of the Seiberling Rubber 


Company, who will speak on the 
trend in retailing. 
Another important subject on 


Wednesday morning is the attitude 
of consumers toward advertising and 
nationally advertised products. ‘Na- 
tional advertisers,” said Mr. Thomas, 
“have been somewhat disturbed at 
the increasing talk about consumer 
resistance to advertising. Just what 
is the truth behind all this? How 
much does it really amount to? 
What can we do about it? These 


are some of the questions we should 
like to consider and it is fitting, I 
think, that our friends among the 
agents and media owners should dis- 
cuss this question with us.” The 
speaker on this topic will be Prof. 
Walter B. Pitkin, author of “The 
Consumer, His Nature and Changing 
Habits.” 

The meeting will officially close 
Wednesday noon and the afternoon 
will be devoted to golf and other rec- 
reation. 


Covers Laundry Marketing 


Laundry Age, New York, has pub- 
lished a new book, “Selling Under 
Control of Management,” by I. H. 
Wilson, of Young & Rubicam, New 
York advertising agency. The book 
covers direction of the activities of 
a laundry sales force. 


Traces Skyrocket 
Career of Mickey 
Mouse as Salesman 


Cleveland, O., April 25.—Mickey 
Mouse has earned $35,000,000 in 
gross sales for the concerns using 
his name, pictures, and cartoons, 
the Cleveland Advertising Club was 
told yesterday by Kay Kamen, of 
New York and Hollywood, who maps 
Mickey’s adventures in the commer- 
cial world. 


Not the least of the feats of Walt 
Disney’s world-famous brain child 
have been the extraction of a $2,- 
000,000 toy making concern from re- 
ceivership, the restoration of a 


watch company’s sales, and bigger 
and better business for a knitting 
mill. 

Last Christmas, handcars with 
Mickey at the controls sold over toy 
counters to the tune of 253,000 units, 
Mr. Kamen declared. The first con- 
cession involving the animal screen 
star was sold to a doll maker in 
1930. 

Besides the large staff and office 
maintained in New York, the com- 
mercial business of Mickey Mouse 
involves ten branch offices in vari- 
ous parts of the globe. 


Aspirub Appoints 
Advertising of Aspirub, made by 
Justin Haynes & Co., New York, has 
again been placed with Redfield- 
Johnstone, Inc., New York. 


Just another illustration of the progressive and 


eee — eer eS er oe 


LONG-TIME EDITORIAL LEADERSHIP 


long-continued editorial leadership of PROGRESSIVE 


FARMER is 


and South. 


found 


Dr. CLARENCE PoE 
President and Editor 


Moke than 20 years ago Dr. Poe visited leading European 
countries for THE PROGRESSIVE FARMER studying policies 
for promoting home ownership and agricultural co-operation 
and wrote a book applauded by American and European agri- 
cultural leaders and used in leading agricultural colleges, North 


SEVERAL years ago as Member of the Committee of Nine 
directed by the North Carolina legislature to draft a proposed 
revision of the State Constitution, he wrote into the Revision 
provisions authorizing tax policies to encourage home-owner- 
ship and soil conservation. 


AS Chairman of the North Carolina Committee on Rural Elec- 
trification, his work has just won special mention from the 
Federal Power Commission. 


‘DR. POE has just been named by New York University as 
one of two American agricultural leaders to serve again as an 
Elector of the Hall of Fame and is one of two Southern agri- 
cultural leaders serving on the Farm Foundation by direction 
of Alexander Legge. 


More Than 900,000 A.B.C. Net Paid Rate Base—850,000 Guaranteed 


in the clipping herewith. 


and 


began consideration of the bill to- 


day 


shortly. 
committee is expected. 

“Dr. Poe made by far the most 
favorable impression of any wit- 
ness who appeared before the com- 
mittee, and we have had few wit- 
nesses before us on any bill who 
were so well received,” said Repre- 
sentative Harold D. Cooley, a 
member of the committee. 

Dr. Poe appeared with Secretary 
ot Agriculture Wallace and two 
uther government ofucials 1 con- 
| nection with the bill. 


HE received the latest annual award of the American Agri- 
cultural Editors’ Association for the most important editorial 
article of the year and was chairman of the latest Washington 
conference of American agricultural editors. 


AND Dr. Poe is only one of others in our Raleigh, Birming- 
ham, Memphis, and Dallas offices whose localized service to 
Southern farm needs continues to win distinction for the South’s 
foremost farm-and-home magazine—as illustrated by the Amer- 
ican Farm Bureau’s 1934 award to Dr. Tait Butler “For Dis- 
tinguished Service to American Agriculture.” 


Pres 


BIRMINGHAM 


DR. POE BACKING 
FARM LOAN IDEA 


Appears in Behalf of Bill De- 
signed to Aid Tenants 


Washington, April 16—Dr. Clar- 
ence Poe, of Raleigh, editor of the 
Progressive Farmer, today was the 
principal witness before the House 
committee on agriculture in behalf 
of the Bankhead-Jones bill to cre- 
ate a $50,000,000 corporation, with 
borrowing capacity of one billion 
dollars, to make loans to tenants 


also the only one to urge passage 
of the bill without qualification, 
the three government officials stat- 
ing they approve the measure per- 
sonally, but are not yet in a po- 
sition to endorse it officially, as it 


has not yet been approved by the 
Burea of the Budget. 


—Raleigh (N.C.) News & 


sive larmer 
Southern Ruralist 
RALEIGH 


250 Park Ave., New York 


and Sharecroppers 


The News and Observer Bureau, 
1232 Nationa! Press Building. 


share-croppers. The Senate 


and is expected to pass it 
Approval by the House 


Dr. Poe was 


Observer 
April 17, 1935 


MEMPHIS DALLAS 
Daily News Bldg., Chicago 


THE 


SOUTH'S 


LEADING 


FARM-AND-HOME 


MAGAZINE 
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ADVERTISING AGE 


April 27, 1935 


Dealer Sponsors 


Unusual Contest 


Dowd-Feder, Inc., Cleveland dis- 
tributor of Chrysler and Plymouth 
automobiles, on April 11 started a 
Chrysler Airstream 8 on a continu- 
ous run in its show window, the stunt 
continuing until April 20. A new 
1935 Plymouth sedan will be awarded 
to the person guessing the nearest 
mileage, and submitting the best es- 
say on “Why I'd Buy a Car from 
Dowd-Feder.” 

Both the Pocahontas Oil Corpora- 
tion and the Quaker Oil Company, 
whose gasoline and oil are used in 
the run, tied up with the contest. 
Pocahontas distributed 25,000 circu- 
lars through 120 Blue Flash stations. 
The contest was also announced in 
newspaper advertising. 


Wright to Robbins 


Harland J. Wright, for many years 
with Dry Goods Economist and more 
recently publisher of Merchandise 
Manager, has joined the Robbins Pub- 
lishing Company, New York, as man- 
ager of The American Printer and 
Advertising Arts. 


“Sportsman” Moves 


National Sportsman, Inc., publisher 
of National Sportsman, Hunting € 
Fishing, and Skeet Shooting News, 
this week moved into its new build- 
ing, the National Sportsman Bldg., 
at 275 Newbury St., Boston. 


Dig Into Past 
To Resuscitate 


| Inc., 
Schlitz Slogan —— 


Milwaukee, Wis., April 25.- ~The | 
Beer That Made Milwaukee Famous,” | 
the slogan which for many years) 
gave a final punch to advertising of | 
Schlitz Brewing Company, will be in. | 
troduced to younger beer lovers this | 
summer, Ray Weber, advertising | 
manager of the company announced. 

The origin of the slogan is} 
shrouded in mystery. It was used | 
for so long, however, that it is part 
and parcel of the Schlitz tradition. 
In the new era of beer, other devices 
were tried to popularize Schlitz, but 
there was something missing in the 
ensemble. It has been decided that 
this something is the old slogan, 
which has _ tremendous prestige 
among elder statesmen and can be 
made just as significant to young- 
sters, it is believed. 

The summer campaign for Schlitz 
differs from recent ones in that radio 
is dropped in favor of magazines. 
While spot announcements will be 
used to some extent, American Le- 
gion Monthly, Collier's, Cosmopolitan, 
Elk’s Magazine, Redbook and Time 


ber of newspapers will be used, while 
;}outdoor advertising will be heavily 
| employed. 
Batten, Barton, Durstine & Osborn, 
Chicago, is the agency. 


“United States News” 


Increases Its Rates 


United States News, Washington, 
D. C., has issued a new rate ecard, 
effective May 1, 1935, in which a 
number of changes in rate are an- 
nounced. 

Although ihe open tine vate *re- 
mains at 55 cents, the 5,000-line rate 
has been increased from 40 cents to 
50 cents, the 10,000-line rate from 
33 cents to 43 cents, and the 50,000- 
line rate from 27 cents to 37 cents. 


Taylor Joins Getchell 


James I. Taylor, one time agency 
owner and a personal assistant to the 
late Thomas A. Edison, and more re- 
cently assistant retail publicity di- 
rector of Sears Roebuck & Co., has 
been appointed to the contact staff of 
the Detroit office of J. Stirling Getch- 
ell, Inc. 


Returns to Agency 


H. H. Dobberteen, formerly assis- 
tant advertising manager of the 
Leonard Refrigerator Company, has 
rejoined the media department of 
Brooke, Smith, & French, Inc., De- 


will get color pages. A large num- 


troit advertising agency. 


The Detroit News 


In the Detroit Trading Area illustrated 
above, where 47°: of the 
Michigan and 69°: of its wealth 
is located, NEWS circulation 

is highest where income is 


Today Detroit leads 


ings—and in factory 


each week of 1935. 


the power behind th 


Detroit News. 


in total lineage Gain 


people of 


grealest. 


+ 


ELS 


trial activity—in percentage of gain in bank clear- 


There has not been such activity in Detroit since 
1930. Automobile production has gained consistently 


Because it reaches the homes of Detroit—where 


know this Fourth Great American Market use The 


The Detroit News leads all American newspapers 


1935, was second in advertising in America. 


ry 


the nation—in capacity of indus- 


employment. 


Retail business is ahead of 1934 


e wheels resides—advertisers who 


in 1934 over 1933 and in March, 
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RALSTON PURINA 
SIGNS TOM MIX 
FOR THIRD YEAR 


(Continued from Page 1, Col. 2) 
containing instructions for forming 
clubs; the lucky TM Bar ring, lariat, 
wooden six shooter, and other ac- 
coutrements of the juvenile cowboy. 

The character of Tom Mix and his 
straight shooter pals, Jim and Jane, 
has proven so acceptable to parents 
as well as children that much of Tom 
Mix’s fan mail is from parents, Mr. 
Philpott asserts. 

The largest box top return, 520,000 
tops, resulted from the advertise- 
ment offering the lucky TM Bar ring 
for one box top. 

Sales Up 47 Per Cent 


The initial advertising in which 
the comic strip featuring the Tom 
Mix theme was used caused a 47 per 
cent increase in sales of Ralston 
Wheat cereal in one month, Mr. Phil- 
pott disclosed. 

Ralston Purina is still getting mail 
in response to premium offers made 
in the Tom Mix copy two years ago. 
An expiration date is now printed 
on each individual offer in Tom Mix 
copy, in order that the supply of the 
particular premium offer will not be 
exhausted. 

Tom Mix has been presented by 
Ralston Purina with a portfolio of 
some 100 pages of photostatic copies 
of letters, pictures, drawings, and 
other tributes sent to him in care 
of the company by his admirers 
among mothers and boys. 

When the motion picture actor had 
the advertising engagement under 
consideration he came to the Ralston 
Purina plant and studied the prod- 
uct. The portfolio was given to him 
as a human interest record of the 
first year’s campaign. 

The consensus among mothers be- 
fore the Tom Mix campaign was ex- 
pressed in the statement, “We know 
that Ralston Wheat cereal is good, 
but help us get the ‘kids’ to take it,” 
Mr. Philpott said. 

The Tom Mix plan was originally 
adopted to overcome resistance on 
the part of youngsters to health 
foods. This resistance, it appears, 
was nothing more serious than juve 
nile indifference to taking food sim- 
ply because of its beneficial effect. 

Whatever resistance to the prod- 
uct originally existed has now been 
liquidated to such an extent that en- 
thusiasm for Ralston Wheat cereal 
now prevails. 

Mothers Like It 


Tom Mix, in motion pictures since 
their early days, does not drink or 
smoke in any of his pictures, and 
these pictures emphasize wholesome 
and constructive values, with conse- 
quent approval by parents, it was 
pointed out. 

One mother’s letter to Ralston 

Purina told about her difficulty in 
persuading her son to take proper 
food at breakfast time. He read a 
cartoon strip abot Tom Mix and 
his Ralston Straight Shooters keep- 
ing keen, alert, and healthy, and 
their liking for Ralston Wheat ce- 
real, and the “battle was won blood- 
lessly,” the mother related. 
’ Sixty people are employed at peak 
times in the department for box top 
receiving and premium mailing in 
the Ralston Purina plant. 

The Gardner Advertising Com- 
pany, St. Louis, is in charge of ad- 
vertising for Ralston Purina Com- 
pany. 


Tide Water 
To Tidy Up 
Gas Stations 


(Continued from Page 1, Col. 3) 
the good appearance of their sta- 
tions. 

Tydol-Veedol display and service 
cars, 1%-ton Dodge panelled trucks, 
visit the dealer’s station. Two help- 
ers begin getting material out of it 
while the crew captain talks with 
the dealer, obtaining his permission 
to undertake a complete clean-up 
and rearrangement of the premises. 
Each truck is equipped with all the 
necessary tools, signs, advertising 
material and numerous other items. 


General Housecleaning 


Pump islands are cleaned and 
whitewashed. Display windows are 
completely rearranged with Tide 
Water products displays, new adver- 
tising signs and decalcomanias. If 
windows are not equipped for dis- 
plays, shelves are built. Pumps are 
cleaned, polished and Simonized. 
Rubbish is removed and unsightly 
objects are replaced by neat dis- 
plays. Rest rooms are thoroughly 
cleaned. All this is done to set an 
example for the dealer to follow per- 
manently. There is no charge. 

The captain then goes into a thor- 
ough discussion of the dealer’s mer- 
chandising problems and demon- 
strates how selling can be done 
more effectively at the station. Then 
he takes the dealer or one of his 
men on a tour of solicitation through 
the neighborhood. 

“Before and after’ pictures are 
taken and a product story is left 
with the dealer. Part of the routine 
is to show that the plans prepared 
for dealers’ use make permanent, 
profitable customers. 


WOR Boosts Rates; 


Offers New Discounts 


Effective May 20, WOR, Newark, 
will raise its rates because of its 
power increase to 50,000 watts in 
March, a gain in radio sets, and es- 
timated increase of 50 per cent in 
its listening audience. Old rates will 
apply for 13 weeks on contracts 
before that time providing broadcasts 
begin before June 20. 

A new discount plan has been es- 
tablished, enabling earning of dis- 
counts from the first day of broad- 
casting instead of after 26 weeks as 
formerly. In addition, advertisers 
may receive a ten per cent rebate 
at the end of 52 weeks of consecu- 
tive broadcasting. 


Evalyn Grumbine 
Adds New Duties 


E. Evalyn Grumbine, who has been 
advertising director of Child Life, 
Chicago, for the past ten years, has 
been appointed assistant managing 
editor and business manager of that 
publication, F. L. McNally, executive 
vice-president of Rand McNally & 
Co., publisher of the magazine, has 
announced. 

Miss Grumbine will also continue 
as advertising director. 


Name California Rep. 


Duncan A. Scott, with offices in the 
Mills Bldg., San Francisco, and the 
Western Pacific Bldg., Los Angeles, 
has been appointed California repre- 
sentative for National Sportsman and 
Hunting & Fishing. Boston. 


Cargill Leaves Esty 
Juiian Cargill has resigned as vice- 
president of William Esty & Co., New 
York. Now vacationing in Bermuda 
with Mrs. Cargill, he expects to an- 
nounce future plans soon. 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


Have our representative call 


BOSTON 
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RE-ELECTED 


Frank B. Noyes, 


"Washington 
Star," re-elected AP president. 


NATIONAL DAIRY 
BEGINS NEW ICE 


CREAM CAMPAIGN 


New York, April 25.—First to ad- 
vertise ice cream nationally after 
overcoming difficulties of territorial 
marketing, the National Dairy Prod- 
ucts Corporation has launched a new 
campaign featuring a widespread 
plan of laboratory protection of its 
products. 

The expenditure involved in this 
new campaign will probably be 
greater than that in the first na- 
tional effort last year. The amount 
spent by the central organization 
will be approximately the same, or 
$1,500,000, it is learned, but the tie- 
up advertising by the member com- 
panies is expected to be larger and 
to exceed another $1,000,000. 

While in the first campaign the 
central thought was the Good House- 
keeping Bureau’s seal of approval, 
granted an ice cream for the first 
time then, a new seal, in this year’s 
drive, claims its position as the con- 
sumer’s means of securing protec- 
tion in purity and quality. This is 
the emblem of the Sealtest System 
Laboratories and it is expected that 
it will be retained in all future cam- 
paigns. 

Consumers are urged to watch for 
this “symbol of finer ice cream” in 
the store, on all ice cream packages 
and on the carry-out containers. The 
Good Housekeeping seal is used, too. 


100 Laboratories Set Up 


The Sealtest seal was made pos- 
sible by a new organization, com- 
pleted within the past year, of more 
than 100 laboratories devoted to su- 
pervision of materials, plants, pro- 
duction-technique, personnel, inspec- 
tion and laboratory control over the 
40 National Dairy member firms. 
These 100 laboratories are under the 
direction of two master laboratories 
in Baltimore and Chicago. 

The campaign refers, in the first 
pieces of copy, only to the control 
over and standards set up for ice 
cream, but its scope is wider in that 
it takes in other dairy products, 
which may later receive the benefits 


of similar advertising and promo- 


tion. 
In magazines, spreads will be used. 


The first appeared this week in the 


Saturday Evening Post. Other 
magazines scheduled are _ Collier’s, 
Good Housekeeping and Woman's 
Home Companion. Newspaper tie-in 
advertisements are also being used 
and a selected list of dealers has 
been supplied with window displays, 
consumer folders and _ other 
terials. 

One of the features of the maga- 
zine copy is its color photography, 
said to set a new standard for this 
difficult-to-photograph product. In 
adopting the Sealtest symbol and the 
new laboratory system, the National 
Dairy companies, 


ma- 


which were for- 
merly a group which was difficult to 
identify, now receive the benefit of 


a common denominator for their 
products. ; 

The agency for the central cam- 
paign is N. W. Ayer & Son, Inc. 


Takes New Post 


George Durelle Fairleigh, formerly 
assistant secretary of the Insurance 
Field, has been named advertising 
manager of “Seeing Louisville,” offi- 
cial publication of the Louisville 
Convention and Publicity League. 
He succeeds William J. Carraro. 


Account for Hutchins 


International Latex Corporation, 
Rochester, N. Y., maker of rubber 
sundries, including Play-Tex pants 
and sheeting, has placed its account 
with Hutchins Advertising Company 
of that city. 


Fewer Agents 
Recognized by 
A.N.P.A. Group 


New York, April 25.—The number 
of advertising agencies recognized by 
the American Newspaper Publishers 
Association decreased from 479 to 
461 last year, according to the an- 
nual report of the committee on ad- 
vertising agents. 

Recognition was withdrawn from 
28 agencies during 1934. With usual 
alertness the committee informed 
members well in advance of poor 
financial condition of agencies on the 
recognized list, with the result that 


financial loss was incurred by mem- 
bers in only three instances. An an- 
alysis made by the committee indi- 
cates that the downward tendency 
of agency net surpluses since 1929 is 
coming to an end. 

The committee advised certain 
members to stiffen their resistance 
to demands for circulation guaran- 
tees, stating with satisfaction that 
the practice continues to decline. 

Recommending that publishers do 
nothing to tear down the existing 
national rate structure, the commit- 
tee said it now had in preparation 
an analysis of the local-national rate 
problem which would be distributed 
shortly. 

During 1934 applications for rec- 
ognition were received from 41 agen- 
cies and eight were carried over from 


1933. Of this total, 19 were granted 
recognition, four were refused, 12 
were withdrawn and 14 are still 
pending. 


Clark-Hooper Moves 

Clark-Hooper, Inc., research or- 
ganization, will move April 29 from 
its present quarters at 250 Park Ave., 
New York, to 17 E. 45th St., where 
sufficient space has been taken to 
also house the production depart- 
ment, formerly located at 221 Fourth 
Ave. 


Heads O’Keefe Agency 

A. J. O’Keefe has become president 
of the P. F. O’Keefe Advertising 
Agency, Boston, succeeding the late 
Patrick F. O’Keefe, who founded the 
agency. W. C. Sampson is treasurer, 
and A. F. Wholley is clerk. 


BRANCH OFFICES: 
NEW YORK - CHICAGO 


this advertisement 


FROM A MILE AWAY 


It covers a newspaper page ninety-three feet 


deep and seventy-four feet wide. 


million square inches. 


gargantuan size. 


ables Rapid to give 


One may not boast of mere size. 
and the facilities of Rapid are what make 
Rapid’s Li | service possible; what en- 

ocalized service anywhere. 


A pattern tonight is advertising news tomorrow 
—when you turn to Rapid. 


Rapid welcomes single or- 
ders, offering to them the 
same specialized attention 
given to the largest clients. 
Next time try Rapid. 


CINCINNATI 


ATLANTIC ELECTROTYPE AND STEREOTYPE CO. - 


X You could read 


It is as large as the com- 
bined size of 2,777 ordinary newspaper pages. 


In a single day Rapid can make more than a 
million square inches of electrotypes . . . more 
than enough to cover a newspaper page of this 


LARGEST PLATE MAKERS 
IN THE WORLD 


228 East 45th Street, New York 


ts area isa 


But the size 


‘ a ‘ + ere sie ‘ eta it Fag i Sr ite inl oe ie eat or se gene 5 ee i 
_— —__ er L,I 3 
| , | 
s peas 
is ; | _ 
p , , Y 
sta- a —_ 
a id Pa Pee a, an ‘ ae 
ks , Ath ie ‘ ce 
ks, ——— A / 
elp- ¢ ; # ae 1 \ | 
f it | ? Sy tr 
vith + | 
sion a 4 ee | 
-up 4 : 
the . Ms ee ae: “at ee 
the : a oy } oe. zs 
sing j F ” re | ai 
. : So. OE eae fo ahen 89 
v % Leg cS, the "4 me 2 
Beas 5 
-F : : 
be, \ east 
and Le a 
“ide : 
e : 
, _ _| 2 eas 
o = ae oe 
are 
zed. : 
htly - . ms 
dis- . ” y = 
shly B : a ? ee “E ae ge “ * ee 
an X Z| ee a a” a a 
per- . twee — AA \ oo 
“Se <gie a , gah , | ie Re 
“. AE iter «tema 3 - pate oe 
z | oo p i ee r Pepi. Me ” . ‘ : ee ae 
ner- a \ avian Zh | 2 
10n- \ \ 7. 1 | ) 
one —_—_ : ag is | sa 
hen , = i. — Px . ae ‘| 
R i 
his P 5 A aa Me : ; 
- . se Peas ‘ | 
ugh # —_ / # eer a >) ‘~ | 
left es, eer te 7 s ; y 
= ae ” 7 Pe =f : # me ay 2 f f o¥ “3 a F ; 
red g - ree a ‘~ 
ent, et Oe SAE i . | | 
ony # a - <e + rae, " ee a 
“ Sa oe ae A ‘ . | 
*u a et oh, , a a 
a : = .s tn : he ee 
= 2 | ) 
. * : ¥ ¥ bs 
se ; eG PF “ere - 
nts oss ‘ _ a Be - 
ark yal vr ae : as 
om - P-, ’ ae , ; 
Ss , 
_ in 
- es- , . 
, in ; eee 
will j ee 
acts . 
asts | : 
a Daina LG eraeg 
Penta 2 
es- oe 
jae oie 
dis- | . 
oad- 
| - eee 
sers i . 
bate ; 
: — on 
be 4 
tes | 
een 
wife, 
has 
ying 7 
that x | 
tive : 
yr & on s 
has “ sues ste i 
, “i tale. . 
nue a = po : | “ 
oe sp 
a 
= a a Bo. ~ . 
° a ; | 
the | 
ee, 
the vz ~- Sa a ) 
° a ts, - “ —_. => 6 
as ae = - — > ewe 
= — “ = S | : | 
: = wie = msc? ~ ayer . 
is —_— * ie Senn "ya C : 
Pe —_- ” * aes sy 
rice- eee | 
New 
uda 
~ ee 
A ree OO es ae i , gS 
ss yee | haat . Se a ee a SEE SE S Ce oe Re, 3 Bas RS eS ES X aS 3 ey ee ae * BR Pe a ‘ : 
Fear ae cic) rs sate ale re oe tent of Loe tT epee sch eran aaa ee ee , _ | | 
so sens 5. ies : Se Meera mapas nse pa Sear a Hs suas Gi eae fee ieee | Et, at OP pie eae ea On oe eae, ee ee a —_— * 
(et vanes oe PRET Sean ae ae Ay CMe gaig toa soe eee SS tae Bee gatada ot eae ap eer ei ae ee _ 
mes oii ee pho —— - ee oe Mone ne Soak Per ns as a ks ie cepa 10 PRS ie ee em ee igi reer oe Eee ae Ve aes Se eatin 
ee VRE OER OAL SOT OHS ee cee See aie eae ee me bye es Cro iy Aes RIMS ene a ee ee ey, ee SPE ae eh tes beg aR Aan gi eae a a i Peipeat de Bt a cameceee ie ae in ho ed aie eee 
FO = AAR Pega mT re RCO ar a EB we as eae iia ee ae 
Ree ee oe a Pha eich d pha ich re cai eS Ee Se ie Sic 381 ee Sy Cg eos er eee Bee oo SN eae nie care ate tee er ee ee nc ght Ly vee 
hae se PA Ob Me ne Chae Pd Rha oe oon edema ie meee AT NAT FLAN AS pes Be A, PRICY Parse TOMAR OE Neu € Lee Re Oe oe ee Rima eas AE dg a sy a) ae eset ig ar ae eRe ens 
2 Rigi Cana ty Sr GAS ot are Sos eg A FR a ie 3.50) i aod AY nk cae ue aid totais ae ee toed ee 3h) ada ae Set tare ee minions rr cae ce ae ' 
ee ey Ds x ite a ag ba i aie oak Fc pk Briers um cat's Ra kage ORS Ae) eater) 


ek eS re ea EO Aa ES I. 


RI atl ine iar na oe OEE OS 


28 


ADVERTISING AGE 


April 27, 1935 


BRISBANE GIVES 
FIVE “MUSTS” OF 
RESULTFUL COPY 


Women Best at Writing Copy, 
He Believes 


Washington, D. C., April 24.—Ar- 
thur Brisbane, known to many for 
his daily editorials, last night told 
a combined meeting of the Washing- 
ton and Baltimore Advertising Clubs 
at the National Press Club here of 
the value of advertising and how to 
make it pay dividends. 

In five sentences, he gave the 
“musts” of good advertising. They 
are: 

“You must make people see it. 

“You must make people read it. 

“You must make people understand 
it. 
“You must make people believe it. 
“You must make people want it.” 
Speaking from an experience of 51 
years as editor and writer, he empha- 
sized the value of simplicity in the 


INDUSTRIAL 
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EXPOSITION 


Your preview of pros- 
perity. A complete 
presentation of the 
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in Housing, Home 
Appliances, Trans- 
portation and Design. 
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art of writing. “See things clearly, 
then describe them simply,” he said. 
‘In writing, first we must have an 
idea. Then we must get that idea 
from our own heads into the heads 
of others.” 

Women Are Best 


According to Mr. Brisbane, “women 
have an especial capacity for prepar- 
ing copy. I think that if you have 
a man and a woman of about equal 
intelligence, the woman will be a 
very much better writer of copy, and 
possibly a better solicitor of adver- 
tising than the man, because men get 
into a rut more quickly than women, 
and women have a faculty not only of 
being interested, but of appearing in- 
terested.” 

He added: “I think that the ad- 
vertising profession offers a very 
great career for young women. I 
know of two or three in my small 
acquaintance among them that are 
absolutely at the top of their profes- 
sion or business.” 

Attempting to answer the question 
as “to what is advertising,” and 
“what is the value of an able adver- 
tising person to a shop, or a big store 
or factory?” he stated: 

“If a man had 5,000 clerks, as some 
have, and 100,000 customers, what 
value would he attach to one clerk, 
the advertising man or woman who 
can talk to every customer, before 
that customer gets to the store?” 

Mr. Brisbane declared that he had 
often told friends “that their adver- 
tising man was at least as important 
as any 10,000 other branches put to- 
gether. The advertising man talks 
to the customers and to those that 
are not yet customers, before they 
get inside the store. It is impos- 
sible to reward too well a man or 
woman who does that work prop- 
erly. And it is impossible to get rid 
too quickly of anyone who does not 
know how to do it.” 

Advertising was likened to an 
electric lighting system, with the ef- 
ficient advertising department the 
power house, and distribution of the 
copy the most essential factor. 


Acts as Bumble-Bee 


“Advertising has put 25,000,000 
automobiles in use in this country,” 
the editor said. “It could not have 
been done without it. The advertiser 
gives employment because of creat- 
ing demand for products. He creates 
demand for workers, and the adver- 
tiser above all is the great distrib- 
utor. Perhaps you know that in Aus- 
tralia, when the farmers first went 
there, they raised sheep. .. And the 
sheep have plenty of clover, and the 
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Advertisers . . . 


) pes Standard Advertising Register provides you with a list 
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GAINS ATTENTION 


Even such unromantic things as 
butter tub hoops can be given 


some attention value, as this 
photograph by Wesley Bowman 
Studio for Acme Steel Company, 
Chicago, shows. Acme's agency, 
The Buchen Company, uses the 
illustrations as full-page advertise- 
ments, with a small mortise carry- 
ing the type. 


clover grows as high as the sheeps’ 
backs, and yet, the next year there 
was no clover. They planted it and 
the next year no clover. 

“They decided to give up, and then 
somebody thought of writing to the 
agricultural department in London. 
The agricultural department said, 
‘Have you plenty of bumble-bees in 
Australia?’ 

“They looked around. They said, 
‘No, no bumble-bees in Australia.’ 

“*Well,’ they said, ‘You cannot 
have any clover until you have bum- 
ble-bees, because that insect is the 
only one that goes deep enough into 
the clover to take the pollen and 
spread it and arrange for next year’s 
crop.’ 

“So they brought in the bumble- 
bees and had all the clover they 
wanted. 

“A man whose business is not pros- 
perous lacks bumble-bees. You ad- 
vertising people are the bumble-bees, 
you know how to get it out and scat- 
ter the information.” 

Expanding on the five rules of good 
advertising, he declared: “If they, 
the readers, do not see it, you have 
wasted your time and money; if they 
do not read it you have wasted it; 
if they do not understand it and if 
they do not want it, and if they do 
not believe it—if any one of these 
five things happens—you have made 
a failure.” 

Addressing himself to the “young 
people who write advertising copy,” 
Mr. Brisbane concluded: 

“T hope that when you young peo- 
ple write your advertising you will 
write it in such a way that the read- 
ers will all see it, read it, understand 


|it, believe it and want it.” 


Fawcett Realigns 


Eastern Sales Force 


Following inclusion of Motion 
Picture and Movie Classic in the new 
Fawcett Women’s Group, S. F. Nel- 
son, advertising director, has an- 
nounced a realignment of the Eastern 
sales personnel. F. M. Tibbitts will 
cover northern New Jersey and New 
England, C. W. Dudrap will cover 
Philadelphia, Baltimore and _ the 
Southern territory, George Hanyen 
will cover New York State, and Ger- 
ard Marshall will cover New York 
City. 

T. L. Smith becomes Eastern ad- 
vertising salesman of Fawcett De- 
tective Unit, while E. J. Gants con- 
tinues to represent Modern Mechanix 
and Inventions in this territory. 

As Eastern advertising manager of 
all Fawcett and Motion Picture pub- 
lications, C. W. Fuller will devote 
his time to general supervision of the 
territory, while Frank D. Sniffen as- 
sumes major responsibility for ad- 
vertising sales of all these magazines 
in New York City. 


Mason Adds to List 


James Mason, 1 N. La Salle St., 
Chicago, Middle West representative 
for Junior Home for Mothers, has 
added the representation of Circula- 
tion Management and State Teach- 
ers Magazines in his territory. 


Gives Cocktail 
Sippers Sequel 
To Party Book 


New York, April 25.—Following up 
the success of “Fun at Cocktail 
Time,” Seagram-Distillers Corpora- 
tion’s book of recipes and magic 
tricks, a new book, called “More Fun 
at Cocktail Time” is being pub- 
lished. 

The new book contains more rec- 
ipes than the first book, and while 
some magic tricks are included, spe- 
cial stress is laid on games for 
adults, according to David M. Davies, 
Seagram-Distillers advertising man- 
ager. 

Almost 2,000,000 copies of “Fun at 
Cocktail Time” have been sold or 
distributed and the book is now in 
its seventh printing. It is said to be 
the most successful of the cocktail 
recipe books. The initial print order 
for the sequel is 500,000. 

The fashion for games for adults 
was the basis for their inclusion in 
the new book. Books on how to play 
games sell in the aggregate almost 
a million yearly at prices from one 
to five dollars, it is said. 

Julien J. Proskauer, first vice- 
president of the Society of American 
Magicians, and an executive of Wm. 
C. Popper & Co., New York printers, 
is the author of the new book, as 
well as “Fun at Cocktail Time.” 

Art work on the new party man- 
ual, a 60-page book with a four-color 
eight-page insert, was done by 
Stevan Dohanus, Fawn Art Studios. 
The printing is being done by Wm. 
C. Popper & Co. 


~- 


Cook Campaign 
Warns Traveler 
Of Sad Errors 


New York, April 25.—Even the 
most intelligent individual may 
make any number of mistakes when 
he turns to travel in foreign places, 
and this is the fact on which a new 
campaign for Thomas Cook & Son, 
Wagon-Lits, Inc., is based. 

The campaign is one of several 
which this organization is conduct- 
ing. It is aimed at the discriminat- 
ing traveler rather than the cruise 
trade. Its special job is to feature 
a highly personalized end of the 
Cook business, the designing of cus- 
tom-made tours to fit individual re- 
quirements. 

For the season of European travel 
just beginning, it was decided to ad- 
vertise the custom-made tour service 
separately, to a class market. The 
Bulletin Index of Pittsburgh, Chica- 
goan and New Yorker are being used. 
L. D. Wertheimer Company is the 
agency. 

Copy points out the trouble which 
can be avoided, with added pleasure 
on the trip as the dividend, if one 
follows a well organized plan. The 
advertising stresses the importance 
of the design of the tour and the 
technical knowledge required in pre- 
paring it. 

A humorous style is employed to 
avoid offense. One insertion depicts 
a professor enmeshed in the intricate 
argot of a Monte Carlo croupier; 
another, the loss suffered in failing 
to plan the trip so that the journey 
through the Black Forest is done 
during daylight. 


Clarkson, Newspaper 


Executive, Is Dead 


Willard A. Clarkson, 45, until re- 
cently advertising manager of the 
Bergen Evening Record, Bergen, N. 
J., died April 23 at Hackensack, N. J. 

Mr. Clarkson was connected with 
the business office of the Brooklyn 
Daily Eagle for 27 years, and was 
advertising manager of the Paterson 
Press-Guardian. 


Detroit Papers Merge 


The Polish Daily Record has been 
consolidated with the Polish Daily 
News, Detroit, published by the 
Polish American Publishing Com- 
pany. The new publication will be 
known as the Polish Daily News. 
John McKinley is director of adver- 
tising. 


NBC Artist Bureau 
Opened in Hollywood 


The National Broadcasting Com- 
pany has opened an NBC Artists Bu- 
reau offices in Hollywood, where a 
closer affiliation will be made with 
the motion picture industry. Dema 
Harshbarger, concert impresario, is 
manager. 

Miss Harshbarger will act as talent 
scout for NBC, seeking talent for the 
network, and offering services of 
NBC artists to the film industry. 
Temporary headquarters are at the 
Roosevelt Hotel. 


Celebrates Third Year 


When the Ed Wynn Texaco Fire 
Chief program was broadcast Tues- 
day at 9:30 p. m., EST, the comedian 
celebrated his third birthday on the 
air. Three years ago, on Tuesday, 
April 26, 1932, the comedian, then a 
radio novice, went nervously to the 
microphone and made one of the 
most spectacular debuts in radio his- 
tory. 


To Launch Campaign 


Business publications will be used 
in a forthcoming campaign for Ham- 
mond Machinery Builders, Inc., Kala- 
mazoo, Mich., printing machinery. 
The company recently appointed the 
Chicago office of N. W. Ayer & Son, 
Inc., to handle its advertising. 


Folder Series Issued 


A special series of six folders has 
been produced by Charles M. Sloan, 
advertising, Chicago, for the Dear- 
born Chemical Company, Chicago, 
describing six products made by the 
company, including the Dearborn 
concentration hydrometer and seal- 
ing compounds. The printing was 
done six up on a two-color press, the 
three second colors coming off a sin- 
gle split roller. 


SPIRITS 


BUSINESS PAPER of 
WHISKIES and WINES 
A.B.C. A.B.P. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V.. 116 S. Mich. Blvd., Chicago 


COLORED « 
POSTAL CARDS 


35 designs, lithographed on government 
and plain cards. Cost from 1%c to 2c 
ready to mail. Write for free sample 
set—special offer to advertising coun- 
sellors, printers and letter shops. 


MENDLE PRINTING CO., Dept. B., St. Louis, Me. 


m9 
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Response 'o ? BRIILDING SUPPLY NEWS 


In The Publishe 


MONTREAL 
Market District 


HE Metropolitan Area and the 
industrial Cities and Towns, with 
rural districts, for 100 miles East 
and West of Montreal and 50 miles 
North and South, may be consid- 
ered as a unit in sales campaigns— 


1,996,255 


People 


72.8% FRENCH 


Fer further information on this Mar- 
ket, address Business Manager, La- 
Presse, Montreal, Que. 


William J. Morton Co., Chicago 
Office: 410 N. Michigan Ave. 
New York Office: 200 Fifth Ave. 
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ms MARKET + CONTACT = Sales 


“the It’s merely a problem in simple arithmetic. 
me HOSPITALTOWN is a market as big as 
= Detroit, or St. Louis or Los Angeles — with 
seal a million consumers needing nearly everything 
Pd that consumers use. 


WE make 3500 calls a month on the buyers 
who purchase the food and soap and linens 
and furniture and dishes and stoves and plumb- 
ing and blankets and lights and curtains and 
drugs and a long, long list of other consumer 
items. 


We're close friends of these buyers— friends 
of many years’ standing in most cases— and 
when a manufacturer’s representative goes in 
to see them with us, the welcome we receive is 
a big sendoff to that manufacturer’s salesman. 


-" Ask us for definite information about this 


market and its potentialities for your product. 


t HOSPITAL MANAGEMENT 


- 537 S. Searkorn St. tate ith maine 330 West 42nd St. 
Chicago New York 
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Adclub Drive Nets 
251 New Members 


Final reports of an intensive two- 
week membership drive by Adver- 
tising Club of St. Louis, presented 
at the club’s meeting April 23, re- 
vealed that 251 new members have 
been added to the club roster. 

G. J. Lehleitner, Victoria Letter 
Company, directed the drive, in 
which George Bounds, advertising 
manager of Scruggs-Vandervoort- 
Barney, walked off with individual 
honors by garnering 23 new members. 


Richer Joins Billiard Firm 


E. R. Richer, who has been adver- 
tising manager of the Marshall Field 
& Co. Store for Men, Chicago, has 
been appointed sales promotion man- 
ager of The Brunswicke-Balke-Col- 
lender Company, Chicago. 

Mr. Richer will direct development 
of wider interest in billiards. An 
active promotional program is con- 
templated by the company this year, 
with emphasis upon developing fol- 
lowers of the game among the 
younger generation. 


Joins Lincoln Roden 


Pauline B. Peters, formerly with 
Erwin, Wasey & Co. and F. Wallis 
Armstrong Company, has been ap- 
pointed secretary of Lincoln Roden, 
Inc., Philadelphia advertising agency. 
Mrs. Peters is also production man- 
ager of the company. 


NINETEEN FREE STATES 


We guarantee 550,000 readers. 
Twenty-nine States alone have 
that many readers of National 
Sportsman or Hunting & 
Fishing. 

That leaves a bonus of 19 States 


for advertisers in National 
Sportsman and Hunting & 
Fishing. 

NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 


STOCK EXCHANGE 
PONDERS VALUE 
OF ADVERTISING 


New York, April 25.—With elec- 
tion coming May 13, nomination of 
governors of the New York Stock 
Exchange has been accompanied by 
discussions of a new deal which 
would alter the policy on advertis- 
ing and publicity somewhat and en- 
courage more advertising by mem- 
bers, and possibly some by the Ex- 
change itself. 

The major consideration is the re- 
gaining of public confidence. A loss 
of $1,000,000 reported by the Ex- 
change for the past year added new 
coals to the fire. Some members 
charged that the method of handling 
public relations recently has caused 
a general misunderstanding on the 
part of the public, and belief that a 
clique dominates the Exchange’s af- 
fairs. 

In the foreground as a “new 
dealer” is John F. Murray, one of the 
four members nominated for govern- 
ors by independent petitions to the 
nominating committee. He recently 
charged that the attitude of the ex- 
change toward regaining public con- 
fidence has been poorly managed and 
narrow-minded, resulting in coun- 
try-wide distrust and hatred of 
stock exchange brokers. Murray has 
been prominent in New York State 
politics, having managed Governor 
Lehman’s campaign in 1932. 

If a change is to be made it will 
not be until after the election, Stock 
Exchange executives said this week. 
Then it is conceivable even that the 
organization itself may do some ad- 
vertising. A year or more ago a ru- 
mor to this effect was declared to be 
without foundation. 


Rules Unchanged 


In the meantime, the rules con- 
cerning member’s advertising have 
not been changed. Copy must be 
submitted to a censorship committee 
before publication. The _ securities 
legislation at Washington has been 
a potent damper on securities adver- 
tising. But, be that as it may, the 
amount of advertising done by mem- 
bers is entirely up to them. The Ex- 
change up to now has made no rec- 


Read by brewery 
executives, master 
brewers, brewery 
architects and engi- 
neers—wherever beer 
is brewed. 


Now in its 60th year. 


Publication 


BREWERS JOU RNAL ) 
Formerly » 
WESTERN BREWER | 
d Second Paper 
Third Paper 
Fourth Paper 
Fifth Paper 


in this market. 


And-What About the Brewery Publications? 
HERE IS THE RECORD FOR APRIL, 1935 


No. of 
Pages of Display 
Advertising Advertisers 

ee hele 72 164 
parce 48 80 
ey re 40!/, 68 
re | 29 82 
ee ee 23 71 


Several months ago we started running away from the procession—and eact. 
month we pull farther away. There must be several reasons for this—which 
we'll gladly tell any agency executive or advertiser who has something to sell 


BEER SALES 


Are running far ahead 
of 1934, indicating that 
50,000,000 barrels will 
be sold this year. 


A 10,000,000 barrel in- 


crease over 1935 sales. 


March showed an in- 
crease of 28°, over 
February — 40%, over 
January, 1935. This is 
an increase of 24°/, over 
March, 1934. 


The Only Publication in this field having SPIRAL BINDING 


431 S. Dearborn Street 


JOURNAL—WESTERN BREWER 


CHICAGO 


SPARKLET CARTON TELLS CONTINUOUS STORY 


Raymond Loewy designed this carton for Sparklet refillable syphon 

which is so designed that it tells a continuous story around the front, 

sides and back, and lends itself particularly to mass display. Gair 
Cartons, Inc., produced the package. 


ommendation that they increase it, 
nor has it issued any advice to the 
contrary. 

However, in a committee devoted 
to the subject of brokers commis- 
sions, in charge of E. A. Pierce, for- 
merly in the mercantile business, the 
subject came up for vigorous treat- 
ment when a broker advocated an 
increase in commissions on stock ex- 
change transactions. 

This met opposition from those 
who believe that the aggressiveness 
of the merchant and industrialist be 
introduced. Instead of _ raising 
prices, these people advertise and 
get more business, otherwise they 
drop out of the picture, he said. 


Throng Attends 
A.N.P.A. Bureau 


Annual Dinner 


New York, April 26.—The annual 
dinner of the Bureau of Advertising 
of the American Newspaper Publish- 
ers Association in the grand ballroom 
of the Waldorf last night was the 
most largely attended in years. The 
dinner program was a clever take- 
off of the presentation idea, with 
Marco Morrow, Capper Publications, 
as toastmaster, humorously denying 
recent rumors regarding the extent 
of the damage from Western dust 
storms. 

Speakers attacked the policies of 
the New Deal with unusual vigor. 
Bainbridge Colby, former Secretary 
of State under Woodrow Wilson, de- 
nounced the proposed extension of 
the AAA requiring license of all pro- 
cessing and marketing factors in the 
food industries as an _ unconstitu- 
tional invasion of private rights and 
applied the same description to the 
search and seizure provisions of the 
Copeland food and drug bill. 

Dr. Glenn Frank, president of the 
University of Wisconsin, declared 
that freedom of speech in the colleges 
and the press is an essential protec- 
tion against dictatorship, and urged 
full exercise of the critical faculty 
on government activities. 

Frank Crowninshield, editor of 
Vanity Fair, completed a satirical de- 
scription of the ultimate development 
of the New Deal by saying at that 
time America will be “the damndest 
place to live you ever saw.” 


Held Illustrates 
Hillcrest Booklet 


“Ye Olde Mixer-Upper,” a recipe 
booklet lavishly illustrated with 
woodcuts by John Held, Jr., in color, 
has been issued by Hillcrest Distill- 
ing Company, New York. 

Distribution will be effected chiefly 
through dealers, with advertising 
eee copies direct at ten cents 
each. 


MacEdward New Head of 
Detroit Adcraft Club 


Gordon K. MacEdward, formerly 
club treasurer, was elected president 
of the Adcraft Club of Detroit at a 
recent meeting of the board of direc- 
tors. J. J. Hartigan, vice-president 
and director of media of Campbell- 
Ewald Company, was elected first 
vice-president and William E. Ander- 
son, general manager of the Detroit 
Times, was named second vice-presi- 
dent. 

The new secretary is William F. 
Panzer, Detroit manager, Western 
Newspaper Union, while E. W. Hu- 
sen, president of E. W. Husen Com- 
pany, will serve as treasurer. Har- 
old M. Hastings continues as secre- 
tary-manager of the club, which is 
celebrating its 50th anniversary. 


Lawson a Director 


Fred A. Lawson, advertising man- 
ager of E. L. Patch Company, Stone- 
ham, Mass., pharmaceutical manu- 
facturer, has been named a director 
of the company, together with Dr. 
Arthur D. Holmes, director of re- 
search. 


Pearl Rejoins BBDO 


Leslie Pearl, copy chief at J. Stir- 
ling Getchell, New York, has re- 
turned to Batten, Barton, Durstine & 
Osborn, Inc., with which agency he 
was formerly associated for a num- 
ber of years as a copy executive. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


Young man, married, ad and pro- 
motion experience, knowledge media, 
good business contacts, will represent 
firm or agency in Mpls. for $25 mo. 
Box 575, ADVERTISING AGE, Chicago. 


TO A PUBLISHER 
Energetic young trade paper exec- 
utive—aggressive editor; production 
expert; familiar with selling space, 
copy, promotion, etc., seeks spot 
where well rounded background can 
be profitably employed. Box 576, 

ADVERTISING AGE, New York. 


Age 34—journalism college grad. 2 
yrs. newspaper exp., 5 yrs. adv. copy- 
writing and customers service, sales 
pro. Specialty: consumer copy on 
food and _ promotional literature 
teaching food selling. Good refer- 
ences. Salary $50 per week. Box 
568, ADVERTISING AGE, Chicago. 


Proven producer food or other 
sales promotion—mail—adv.—selling 
copy. Moderate salary. 30, married. 
Desire agency or mfg. opp. Box 580, 
ADVERTISING AGE, Chicago. 


PHOTO-OFFSET 


EXECUTIVES! PURCHASING DI- 
RECTORS! New, improved process 
reproduces printed forms, bulletins, 
sales letters, advertising literature, 
etc., even though containing pictures 
and diagrams. Cuts unnecessary. 
Investigate low costs. Samples. 
Laurel Process, 480 Canal St., New 
York. Walker 5-0528. 4-6. 


Kelly Joins BCP 


William S. Kelly, Jr., formerly 
with Hanff-Metzger, Inc., has joined 
the executive staff of Bermingham, 
Castleman & Pierce, Inc., New York 
agency. 


* 


1400 large rooms...each 
with bath (tub and shower) 
Servidor and radio... from 


$950 


SINGLE 


$950 


DOUBLE 


TWO-ROOM SUITES from $7.00 
Special Rates For Longer Periods 


a 4 STAR HOTEL 


in New York 


* for BUSINESS...1 block from 
Times Square, 3 blocks from 5th 
Ave. 8 minutes to Wall St. Under- 
ground passageway toall subways. 


* for DINING...3 fine restaurants 
to choose from—the Coffee Room, 
the Tavern Grill and Bar, and the 
Main Dining Room, with dancing. 


& for RECREATION...69 fine thea- 
tres within 6 blocks. 1 block from 
Broadway...4 short blocks to 
Madison Square Garden. 


& for QUIET SLEEP...Our 32 stories 
of fresh air and sunshine assure 
you quiet rest. Simmons beds as- 
sure you comfort. 


JOHN T. WEST, Manager 


FRANK W. KRIDEL 
Managing Director 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


PUBLISHERS SNAPPED AFTER A. N. P. A. SESSION 


AT A. N. P. A. MEET 


Leaving one of the meetings in New York this week are E. B. Fitz- 

patrick and M. G. Fitzpatrick of the "Times-Herald,"’ Olean, N. Y., 

and Raymond B. Bottom, "Press and Times-Herald,'" Newport News, 
Virginia. 


Frank E. Gannett, Gannett News- 
papers, photographed at the pub- 
fishers meeting in New York. 


IT MUST HAVE BEEN AN INTERESTING STORY 


ADCLUB CHAMPS 


Here are the 1935 champions of 

the bowling league of Adcraft 

Club of Detroit, which recently 

celebrated its tenth anniversary. 

Left to right, Ed Berry, John Jef- 

frey, Ray Goddard, Frank Dunne, 
Ed Powers. 


Hilton V. Brown, “Indianapolis News" (left), and F. J. Burd, “Daily 

Province," Vancouver, B. C. (right), listen intently while W. A. Thom- 

son, Bureau of Advertising, A. N. P. A., makes a point during the 
New York meeting this week. 


ae 
a . ooh 
% Bete, 


25-MILE SHELL STORY IS TOLD WHIMSICALLY ON POSTERS 


sa 


New 24-sheet being used in the joint campaign of Shell Eastern, Shell Oil and Shell Petroleum in their re- 
spective territories, in which the fact that most driving is done within a 25-mile radius of the home base 
is the featured theme. 


THE MAN ON THE FLYING TRAPEZE IS NEWEST VISITOR TO TIMES SQUARE 


A 16-foot athlete on a panel 20 feet high and 149 feet long is now 

aiding in the sale of Schaefer beer in Times Square, New York. The 

gentleman, designed and erected by General Outdoor Advertising 

Company, is traced in 17 interlocking positions, while his trapeze is 

traced || times. While the man on the trapeze is performing, the 

board is dark, but as he swings from left to right, the message on the 
panel flashes into view. 


NEW YORKERS EXCHANGE NOTES 


Ph 


Karl H. Thiesing, New York State Publishers Associaton, —— 
A. J. Gordon, "Syracuse Post-Standard"; and A. D. Hecox, Knicker- 
bocker Press," Albany, talk things over at the A. N. P. A. meeting. 


EE —— 


The “black death" illustration in one of Davis & Geck's professional 

advertisements for surgical sutures which won the award for business 

paper advertising in the |4th annual exhibition of advertising art 

which is now being held under sponsorship of the New York Art 

Directors Club. Lejaren A. Hiller of Underwood & Underwood is 
the photographer. 
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methods of any kind at any time. 


And Esquire’s April sale is its largest 
to date. Such momentum is without 


precedent in magazine history. 
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